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Power  book. 


Bill  Gates.  Up  close,  personal  and  smart.  USA  WEEKEND  is 
the  powerful  way  to  reach  readers  who  want  to  know  who,  what,  when, 
where,  why  and  how.  About  everything  and  everyone  that's  important  to  them. 
In  the  nation's  fastest  growing  newspaper  magazine.  To  plug  into  the  power 
of  USA  WEEKEND,  call  Dave  Barber,  VP/ Newspaper  Relations  at 
212-715-2131.  Visit  us  at  http://www.usaweekend.com 
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CALENDAR 


SEPTEMBER 

14-17  California  Newspaper  Advertising  Executives  Sales 
Conference,  Le  Meriden  Resort,  Coronado  Island, 

San  Diego 

17-19  Inland  Press  Foundation  Advertising  Executives 
Conference,  the  Radisson,  Arlington  Heights,  111. 

17-20  National  Newspaper  Association  Convention, 
Worthington  Hotel,  Fort  Worth,Texas 
17-20  Suburban  Newspapers  of  America  Fall  Publishers/ 
Retail  Ad  Managers  Combined  Conference,  Sutton 
Place  Hotel,  Vancouver,  British  Columbia 

17- 20  National  Conference  of  Editorial  Writers  Annual 

Convention,  Madison  Concourse  Hotel,  Madison,  Wis. 

18- 20  Independent  Free  Papers  of  America  Fall 

Conference,  Airport  Marriott  Hotel,  St.  Louis,  Mo. 
21-24  NewYoric  Newspaper  Publishers  Association  Annual 
Meeting,  Otesaga  Hotel,  Cooperstown,  N.Y. 

21- 24  New  England  Newspaper  Operations  Association  Fall 

Convention,  Sheraton  Tara,  Hyannis,  Mass. 

22- 24  Newspaper  Association  of  America  Board  of 

Directors  Meeting,  Ritz-Carlton  Tysons  Comer, 
McLean,  Va. 

24  Newspaper  Features  Council  Meeting,  ANA  Hotel, 
Washington,  D.C. 

24-27  American  Association  of  Sunday  and  Feature  Editors 
Convention,  ANA  Hotel,  Washington,  D.C. 

24- 27  National  Association  of  Agricultural  Journalists  Fall 

Conference,  DoubleTree  Hotel,  Modesto,  Calif. 

25- 27  Inland  Press  Foundation  Newspaper  Marketing 

Conference,  Omni  Severin  Hotel,  Indianapolis,  Ind. 
27-29  Newspaper  Flexo  Users  Group,  Raleigh  Marriott 
Crabtree  Valley,  Raleigh,  N.C. 

OCTOBER 

2- 5  Society  of  Environmental  Journalists,  University  of 

Arizona/University  Marriott,Tucson,  Ariz. 

3- 6  Society  of  Professional  Journalists  National 

Convention,  Denver,  Colo. 

7-9  International  Newspaper  Group  Annual  Conference, 
Crowne  Plaza  La  Guardia  Hotel,  La  Guardia  Airport, 
New  York  City 

9- 11  Society  of  Newspaper  Design  Annual  Workshop, 

Hyatt  Regency  San  Diego,  San  Diego 

10- 11  Freedom  of  Information  Foundation  ofTexas  Annual 

Fol  Conference,  Marriott  at  the  Capitol,  Austin,Texas 
12-15  Southern  Newspaper  Publishers  Association 

Convention,  the  Greenbrier,  White  Sulphur  Springs, 
WVa. 

12-15  Advertising  Media  Credit  Executives  Association 
International  Annual  Conference,  Oklahoma  City, 
Okla. 
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IN  BRIEF 


Edward  W.  Scripps  dies 

Edward  WYLUS  scripps,  the  former  chief  of  Scripps 
League  Newspapers  and  the  eldest  grandson  and  name¬ 
sake  of  the  founder  of  the  Scripps-Howard  newspaper 
empire,  died  Sept.  4  at  his  farm.  Eagle  Hill,  in  Charlottesville, 
Va.,  following  a  long  illness. 

He  was  88  and  also  had  a  home  in  Palm  Beach,  Fla. 

Scripps  became  chairman  and 
president  of  Scripps  League 
Newspapers  Inc.  in  1931.  Under 
his  leadersliip,  the  company  grew 
to  51  publications  throughout  the 
United  States. 

In  1996,  Scripps  League  was 
sold  to  Pulitzer  Publishing  Co. 

After  the  sale,  Scripps  Enterprises 
Inc.  was  formed  in  Charlottesville 
to  handle  the  diversified  business 
interests  of  Scripps  and  his  wife. 

Bom  in  San  Diego,  Calif.,  May 
21, 1909,  to  James  G.  Scripps  and 
Josephine  Stedem  Scripps,  Edward  Scripps  attended  Pomona 
College,  and  on  Jan.  31, 1950,  married  Betty  Jeanne  Knight 
McDonnell. 

He  served  on  the  board  of  the  Inter-American  Press 
Association  and  was  past  president  of  its  Technical  Center.  A 
prominent  member  of  the  publishing  community,  he  was  a 
member  of  the  Lyford  Cay  Club,  Nassau,  Bahamas;  the  Bath 
and  Tennis  Club,  Everglades  Club,  and  Beach  Club,  all  in  Palm 
Beach,  Fla.;  and  Marks  Club  in  London,  England,  among  others. 

Edward  Scripps  is  survived  by  his  wife,  Betty  Knight 
Scripps,  chairman  of  Scripps  Enterprises,  and  by  two  sons, 
Barry  Howard  Scripps  of  San  Diego,  Calif.,  and  Edward  Wyllis 
Scripps  111  of  Los  Altos,  Calif.,  and  a  daughter,  Stephanie  Anne 
Scripps  of  Seattle,  Wash.  Additional  survivors  include  two  sis¬ 
ters,  Ellen  Scripps  Davis  and  Josephine  Louise  Scripps,  both 
of  San  Diego,  and  seven  grandchildren. 

Services  were  held  Sept.  9  before  burial  in  the 
Monticello  Memory  Garden  Cemetery  in  Charlottesville. 
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THROW 

This  fall,  we^re  covering  more  bases. 

WORTH 

We  already  sport  the  most  sought  after  readers  in 
the  country.  Now  we’re  offering  o  new  stond-olone 
Sports  section,  seven  days' o  week.  Reaching  o  world 
of  reoders  who  wont  later  breaking  scores  and  stats, 
and  even  more  exciting  coverage. 

Do  you  hove  something  to  soy  to  them? 

Coll  Dan  Cohen,  Senior  V.P., 

Rdvertising  at  212-55’6-1493' 
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WRITERS  WORKSHOP 


BY  JACK  HARI 


Maximizing 

Dialogue 


A  GOOD  QUOre  is  a  big- 

game  hunters  trophy  head. 

It  hangs  over  the  fireplace, 
handsome  but  lifeless. 

,  Dialogue  is  the  safari 
itself,  an  on-the-scene  experience  that 
puts  you  right  out  there  with  the  zebras, 
lions  and  wildebeests.  That’s  because 
direct  quotations  are  ripped  from  their 
original  context  and  trans¬ 
ported  to  an  alien  environ¬ 
ment.  But  dialogue  unfolds 
the  way  humans  actualh’ 
speak  —  to  one  another,  in 
the  context  of  a  scene. 

Consider  this  terrific 
opening  to  a  profile  of  two 
prominent  nutritionists: 

Bill  and  Sonja  Connor 
are  sitting  in  the  din¬ 
ing  room  of  their 
Portland  Heights  home,  a  stack  of 
the  doctor’s  books  and  papers 
pushed  to  the  side.  “Most  of  the 
time,”  the  70-year-old  scientist 
begins,  hands  folded  “we  don’t 
have  disagreements.  ” 

Dark-haired  Sonja,  47,  has  been 
toying  with  a  paper  dip,  but  at  her 
husband’s  statement,  she  snaps 
her  head  to  face  him. 

“Bid,”  she  blurts,  “that  is  not  true.” 
The  slight,  gentlemanly  Connor 
looks  at  her  in  surprise. 

“If  you  said  that  at  work,  people 
would  die  laughing,  ”  Sonja  Connor 
says,  her  words  tumbling  as  fast 
as  margarine  melting  in  a  hot  skil¬ 
let  “We  always  disagree.  ” 

“We  do?”  says  her  husband  his 
dark-rimmed  glasses  sitting  slight¬ 
ly  askew  on  his  face. 

Perfect.  Here  are  two  people  with 
such  independent  minds  that  they  dis¬ 
agree  about  whether  they  disagree. 

And  that,  as  it  turns  out,  is  one  of  the 
keys  to  their  relationship  AND  their  sci¬ 
entific  accomplishments. 


Hart  is  senior  editor  for  writing  and 
staff  development  at  the  Oregonian, 
Portland,  Ore. 


Note  all  the  work  this  opener  does. 

It  grabs  interest,  reveals  character  and 
establishes  the  overall  theme.  It  pro¬ 
vides  snippets  of  involving  action.  It 
contains  physical  description  of  the  key 
characters  and  bits  of  background. 

In  each  of  those  respects,  it  matches 
the  literary'  expertise  of  a  master  such 
as  Gay  Talese,  who  also  used  dialogue  as 
an  efficient  and  effective 
opener  for  profiles.  Here's 
his  top  for  “Mr.  Bad 
News,”  his  profile  of  New 
York  Times  obituary 
writer  Alden  Whitman: 
“Winston  Churchill 
gave  your  heart  attack,” 
the  wife  of  the  obitu¬ 
ary  writer  said  but 
the  obituary  writer,  a 
short  and  rather  shy 
man  wearing  hom-rimmed  glasses 
and  smoking  a  pipe,  shook  his 
head  and  replied  very  softly,  “No,  it 
was  not  Winston  Churchill” 

“Then  T.S.  Eliot  gave  you  your 
heart  attack,”  she  quickly  added 
lightly,  for  they  were  at  a  small 
dinner  party  in  Neuf  York  and  the 
others  seemed  amused 

“No,  ”  the  obituary  writer  said 
again  softly,  “it  was  not  T.S.  Eliot.  ” 

A  simple  exchange  ....  But  it,  ttx), 
works  hard.  Talese  engages  interest  and 
sets  a  scene.  He  begins  the  physical  des¬ 
cription  of  his  protagonist  and  hints  at 
his  key  character  traits.  He  makes  it  clear 
that  this  man  deals  with  the  world’s 
great  names  and  suffers  stress  as  a  result. 

Dialogue  dtjesn’t  have  to  fill  a  story, 
Elmore  Leonard  style.  A  brief  exchange 
between  two  characters  can  help 
expose  the  nature  of  their  relationship 
and  key  aspects  of  their  own  charac¬ 
ters.  Here  for  example,  is  a  bit  of  dia¬ 
logue  that  popped  up  in  a  feature  on 
two  Indian  policemen  who  patrol  fish¬ 
ing  on  the  Ck)lumbia  River: 

The  fish  cops  lean  against  the  Bronco 
and  talk.  Lame  Bull  has  noticed 
that  somebody’s  boat  is  not  in  the 
somebody’s  yard  at  Celilo. 


“Trailer’s  there,  but  not  the  boat” 
“It’s  there.  He’s  got  it  back 
behind  his  house.” 

Somebody  else  they’ve  had  an 
eye  on  “is  using  a  different  boat  ” 
“Cracked  the  hull  on  that  other  otw.” 
“This  one’s  a  lighter  blue,  this  boat” 
These  men  don’t  miss  much. 

They  know  the  river  like  you  feel 
your  own  clothes,  and  will  scratch 
where  it  feels  wrong.  Bubba,  listen- 
ing,  positions  his  large  shadow  so 
that  he  can  see  inside  the  Bronco. 

“There’s  no  food  in  there, 

Bubba,”  says  Lame  Bull 

This  banter  shows  AND  tells.  It  gets 
you  out  on  the  river  with  the  fish  cops 
and  displays  their  intimate  knowledge 
of  their  environment.  It  reveals  how 
they  work.  It  shows  the  easy  relation¬ 
ship  between  the  two.  And  it  reinforces 
a  key  element  in  Bubba’s  character: 

He’s  a  big  man,  and  he  likes  to  eat. 

Writers  good  with  dialogue  make  it 
l(X)k  easy.  But,  like  all  things  in  writing, 
achieving  a  natural  flow  comes  only 
with  practice  and  the  application  of  a 
critical  eye.  That  means  rejecting  much 
of  what  they  hear.  Most  real-world  dia¬ 
logue  is  mundane  or  irrelevant.  So,  good 
dialogue  writers  make  sure  the  exchanges 
they  choose  reinforce  their  central 
theme  and  advance  the  story  line. 

They’re  also  careful  about  recording 
the  nuances  of  human  conversation. 
Novices  often  produce  wotxlen  dia¬ 
logue.  They  eliminate  the  contractions, 
pauses  and  sentence  fragments  that 
characterize  real-world  speech.  Note 
how  the  pa.ssage  on  the  Indian  fish  cops 
captures  those  natural  elements.  And 
note,  further,  how  different  the  pieces 
of  dialogue  are  from  the  direct  quotes 
we’re  accustomed  to  seeing  in  print. 

Which  is  precisely  the  point:The  dia¬ 
logue  is  alive,  vibrant,  firsthand.  The 
Indian  fishing  story  takes  us  on  safari  in 
the  Columbia  Gorge.  And  that’d  be  a  lot 
more  fun  than  hearing  a  report  from 
someone  who  made  the  trip  himself, 
came  back  and  solemnly  presented  us 
with  a  dead  fish. 
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This  fall,  we’re  adding  to 


,ur  recipe 


We  already  cater  to  the  most  sought  after 
readers  in  the  country.  Now  we’re  offering  a 
satisfying  new  Dining  In,  Dining  Out  section, 
every  Wednesday.  Re'aching  a  world  of  readers  who 
want. meatier  information  on  food  travel  tours, 
recipes,  wine,  even  kitchen  equipment. 
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Free  The  Paparazzi 


PROBABLY  THE  LAST  straw  was  watching  Madonna  — 
Madonna!  —  lecture  the  American  public  about 
“responsibility”  from  her  pulpit  at  the  MTV  Music 
Video  Awards  show  last  week. 

By  then,  it  seemed  that  all  the  vain  and  vapid  in 
Hollywood  were  coming  up  with  reasons  for  and  ways  to 
muzzle  inconvenient  journalists  because  Diana,  the  Princess 
of  Wales,  was  killed  at  the  hands  of  a  drunken  driver  who 
was  careening  her  car  wildly  through  the  streets  of  Paris 
(stories  begin  on  p.  9).  Paparazzi,  like  those  trailing  her  on 
motorcycles  with  cameras  poised,  are  scum,  we  were  told 
again  and  again. 

Funny,  though,  how  we  got  the  feeling  we  were  in  the 
same  boat  as  the  paparazzi.  That  fellow  who  isn’t  a  doctor 
but  plays  one  on  TV  called  a  press  conference  to  urge 
repeal  of  the  actual  malice  libel  standard  —  he  kept  calling 
it  the  “malicious  intent”  standard  —  so  “celebrities”  could 
sue  tabloids  more  easily.  How  that  would  have  changed  the 
tragedy  in  Paris  was  difficult  to  see. 

It  was,  instead,  a  reminder  that  it’s  not  only  the 
paparazzi  that  anger  and  annoy,  it’s  all  journalists.  And 
these  particular  photographers  in  France  did  not  all  fit  the 
stereotype  assigned  them.  Several  were  better  known  for 
their  photographs  of  politicians  and  refugees.  Jacques 
Langevin  of  the  photo  agency  Sygma  won  awards  for  his 
photographs  of  the  1989Tianamen  Square  massacre  in 
Beijing. 

Just  like  Dodi  Al-Fayed  that  terrible  night  in  Paris,  you 
can  bet  the  Chinese  government  didn’t  want  Langevin 
hanging  around  back  then,  either. 


The  Fourth  Estate  By  Steve  Greenberg 


The  Oldest  Publishers 
and  Advertisers  Newspaper  in  America 

With  which  have  been  merged:  The  Journalist,  established  .March 
22, 1884;  Seu'spaperdom,  March  1892;  The  Fourth  Estate,  March  1, 
1894;  Editor  &  Publisher,  June  29,  \90l-,  Adtertising,  June  22. 1925. 
James  Wright  Brown,  Chairman  of  the  Board.  1912  - 1959 
President, 

Editor  Emeritus  Robert  U.  Brown  ion  iisi 
Publisher, 

AdvertLsing/Research  D.  Colin  Phillips  ion  ii7| 

Publisher, 

Circulatiofi/Production  f:hristopher  Phillips  icn  1 16| 

Acting  Managing  Editor  George  Gameau  im  ^2.t| 

Associate  Editors  David  Astor  ion  226| 

Stacy  Jones  icm  22»i 
Dorianne  R.  Pcrrucci  |c«  2221 
Jim  Rosenberg  icm  22'ii 
John  Sullivan  22^1 
Midwest  Editor  .Mark  Fitzgerald 
Washington  Editor  Kelvin  Childs 
West  Coast  Editor  M.L.  Stein 

Copy  Editor  Jennifer  S.  Waber  loo  2.WI 
Editorial  Assistant  Michael  R.  Asaro  lont.tii 

Editorial  Director 
E^n*  Interactive  Hoag  Levins  1™  wi 
Associate  Editor 

E6fP  Interactive  David  Noack  1™  2291 
Editor  Free  Paper  Publisher  Wendy  Giman  inn  4991 

Art  Director  Hector  W.  Marrero  ion  2211 
Editorial 

Production  .Manager  Robert  Rivera  ion  2201 
Art/Graphic  Assistant  Lery  Chan 
Vice  President  Advertising  Michael  J.  Dardano  ion  issi 
Associate 

Advertising  Director  Betsy  .Maloney  ion  IS9| 

Regional 
Adverttsing  Managers 

Eastern/Canada  James  F.  Hoos  ion  itioi 
Western/Canada  Michael  Rogers  (Sio)  t««.9()4() 
Northeastern  Joanne  Koenigsberg  Ion  ishi 
Southern  Ramona  D.  Cox  (.4i2)64i4imi 
Mid- Western  .Michael  A.  Madden  (.412)  64141M1 

Production  .Manager  Ciarol  Blum  ion  IS6| 

Joe  C;hichioco.  Assistant  ion  I6S| 

Classified 

Advertising  Manager  M.  Eileen  Long  ion  29S| 

Hazel  Preuss,  Assistant  ion  29S| 

Circulation 

Marketing  Director  David  Williams  ion  2S«| 
Fulfillment  Manager  Marlene  Hazzard  ion  2hoi 
Information  Services  Shqipe  Malushi  lon  ssii 
Promotion  Manager  Lawrence  J.  Burnagiel  ion  iv)| 

Denniston  Brown.  Assistant  ion  isii 

OFFICES 

General:  11  W.  19th  St.,  New  York,  NY  KKlll;  voice:  (212)675-4380; 
fax:  (212)  691-’287  Editorial:  (212)  929-1259  Advertising;  (212)  691-6939 
(arculation.  (iorporatc  e-mail:  edpub@mediainfo.com;  Web  Site:  http;// 
www.mediainfo.com. 

Chicago:  8  S.  .Michigan  Ave.,  Suite  1(>01.  Chicago.  IL  ()()603;  (312)  641- 
(M)4 1 :  fax  (312)  (f4 1-(K)43.  Maik  Fitzgerald.  Editor:  Ramona  D.  Cox,  .Michael 
A.  Madden.  Sales  Representatives. 

Washington:  .National  Press  Building.  Suite  1 1 28, Washington.  DC  20045; 
(202)  (i62-7234:  fax  (202)  662-722.3.  Kelvin  Childs,  Editor. 

Palo  Alto:  101  Alma  Street. »405, Palo  Alto.CA  94.301;(415)  322  7178; fax 
(415)  322-7178  M  L.  Stein.  Editor. 

San  Francisco:  2099,3  Foothill  Blvd  ,  Suite  719,  Hayward,  CA  94541;  (5 10) 
888-9(>4():  fax  (510)  88(>-4095;  e-mail  miker@mediainfo.com.  Michael 
Rogers,  Western  Regional  Advertising  .Manager. 

wm  =ABP 

Member, 

National  Newspaper 
Aud4&;^au  AsMKiation 

or  Grcototions  Newspaper  AsstKiation 
Member  America 

Editor  &  Publisher  is  available  in  MkrufcMm.  ankle  and  is.sue  reprints,  and  electnmk 
pnxiuc'ts  form  rMl,5<)()  N.  Zeeb  Rd  .FO.  Box  lM6,Ann  Arbor,  Ml  48106-1546.  Contact 
CMl  at  (K(N))  S2I4)6(M)  for  furiher  information  on  mkruform  and  electronk  products. 
For  ankle  or  issue  reprints,  contact  I  Ml  InfoStore  at  (8(K))  2480560.  Printed  in  USA. 

Vol.  150.  No.  5“',  September  15. 199"’,  Editor  &  Publisher. The  Founh  Estate  (ISSN: 
00I.4-O94X)  is  publisl^  ever>’  Saturday  by  the  Editor  &  Publisher  Cm,  Editorial  and 
business  offkes  at  II  West  19th  Street,  New  York.  N.Y.  1001 1.  Perkxlk'als  postage  paid 
at  New  York.  N.Y,  and  additiorul  mailing  offices.  Printed  at  William  Byrd  Press  IrK., 
Richmond.  Va.  25228.  Titles  patented  and  registered  and  contents  copyrighted  199^ 
by  Editor  &  Publisher  (a).  Inc.  Alt  rights  reserved.  Annual  subscription  $65  in  the 
I’nited  States  and  possessions  ami  inf^nada.  All  other.  $125.  No  claims  for  back  issues 
homired  alter  orte  t  ear. 

Postmaster:  Send  change  of  address  to  Editor  &  PuMisher  Co.,  1 1  West  19th  Street. 
NewYiirk.N.Y.  1(K)1I. 


6  Editor  &  Publisher 


http;//www.mediainfo.com 


September  13, 1997 


LETTERS  TO  THE  EDITOR 


What's  wrong 
with  Christian 
diversity? 

You  HEAR  A  lot  about  diversity 
from  the  press  today.  Every  media 
conference  has  at  least  one  workshop 
on  the  subject.  There  are  journalist  orga¬ 
nizations  to  match  every  conceivable 
lifestyle  —  and,  for  that  matter,  some 
inconceivable. 

That's  why  it’s  so  interesting  to 
watch  reporters  and 
editors  ignorantly 
expose  their  own  raw 
bigotry,  as  Stacy’  Jones 
did  in  her  Aug.  2  story 
“Mixing  Religious  Zeal 
and  News,”  without  so 
much  as  a  self-con¬ 
scious  blush. 

The  three-page  arti¬ 
cle  contends  that  the 
owner-publisher  of  the 
southwestern  paper  is, 

G(xl  forbid,“Christian- 
izing  the  newsrtKjm.”  It 
relies,  of  course,  most¬ 
ly  on  the  horror  sto¬ 
ries  of  disgruntled  ex¬ 
employees  —  includ¬ 
ing  one  self-pro¬ 
claimed  practicing 
witch. 

The  portrait  of  the 
paper  is  one  of  tur¬ 
moil. 

Yet,  there  is  not  a 
word  in  the  article 
about  the  financial  sta¬ 
tus  of  the  paper.  1  take 
that  to  indicate  that 
the  Daily  Times  is 
doing  quite  well,  thank 
you.  And  the  only 
reader  who  objected 
to  the  new  perspec¬ 
tive  of  the  paper  was 
hugged  because  management  pulled 
the  horoscopes  —  a  real  First 
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and  industry  resources, 
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Amendment  travesty'. 

By  the  way,  there’s  nothing  in  the 
First  Amendment  about  separation  of 
church  and  press.  So  what’s  so  danger¬ 
ous  about  a  relatively  obscure  paper  in 
New  Mexico  speaking  with  a  different 
voice  fntm  the  rest  of  the  media  wolf 
pack? 

If  diversity'  is  the  goal  when  it  comes 
to  race,  gender  and  lifestyle,  doesn’t  it 
stand  to  reason  that  philosophical  and 
spiritual  diversity  within  the  media 
should  likewise  be  encouraged?  Why  is 
one  Christian  publish¬ 
er  such  a  threat  to  the 
media  order? 

People  fear  what 
they  don’t  understand. 
And,  let  me  tell  you, 
after  20  years  in  the 
newspaper  business, 
journalists  don’t 
understand  faith  — 
especially  conserva¬ 
tive,  Bible-based, 
Christian  faith.  It  is 
anathema,  an  anachn> 
nism,  a  notch  beneath 
vood(X)  on  the  scale  of 
spiritual  tab(K)s. 

Several  times,  1  have 
seen  a  reporter  use 
the  term  “fundamental¬ 
ist”  in  a  pejorative 
sense  and  called  him 
or  her  on  it.  Not  once 
has  a  journalist  been 
able  to  accurately 
define  the  term. 

What  is  the  point  of 
all  this  “diversity”  if  the 
press  can’t  get  beyond 
name<alling  with  sin¬ 
cere,  devout  Chris¬ 
tians? 

Maybe  it’s  time  for 
America’s  journalists 
to  read  the  whole  First 
Amendment  —  not 
just  the  part  about  freedom  of  the 
press.  There  is  still  a  right  in  this  coun¬ 
try'  to  the  free  exercise  of  religion.  And, 
as  far  as  I  knew,  there  is  no  law  against 
a  newspaper  owner  ensuring  that  his 
pnxJuct  reflects  his  views. 

It  might  surprise  some  of  the  pntfes- 
sional  heretics  at  E&P  that  many  of  the 
greatest  newspapers  in  America  were 
founded  on  (Christian  principles  by 
men  and  women  every  bit  as  zealous  as 


the  publisher  of  the  Daily  Times.  After 
the  American  Revolution,  (Christians 
dominated  U.S.  journalism  and  their 
world  view  characterized  many  major 
American  newspapers. 

What  was  the  largest  circulation 
weekly  in  1830?  The  Neu'  York 
Christian  AdtKKate. 

What  were  newspapers  like  in  those 
days?  Three-quarters  of  all  material  was 
religious,  theological,  ethical  and  devo 
tional.  And,  in  the  early  19th  century. 
New  York  City  alone  boasted  52  maga¬ 
zines  and  newspapers  that  called  them¬ 
selves  Christian.  Between  1825  and 
1845,  more  than  100  cities  and  towns 
in  America  had  explicitly  Christian 
newspapers. 

It  might  also  shtxrk  the  guardians  of 
agnosticism  at  your  publication  to  learn 
that  the  New  York  Times,  perhaps  the 
most  liberal,  secular  voice  of  the  estab¬ 
lishment,  made  a  name  for  itself  in  the 
1850s  as  a  Christian  newspaper  that 
crusaded  against  abortion. 

And  guess  what?  The  world  did  not 
end.  Witches  were  not  burned  at  the 
stake.  And  the  rising  tide  of  Christian 
thought  and  compassion  helped  spark 
the  abolitioni,st  movement  and  led  to 
the  creation  of  thousands  of  worth¬ 
while  charitable  endeavors  —  from  the 
YMCA  to  the  Salvation  Army. 

So,  what’s  the  beef?  Why  the  inquisi¬ 
tion?  Why  not  just  allow  the  market¬ 
place  to  rule?  Are  you  afraid  Mr. 
O’Brien’s  little  journalistic  experiment 
just  might  prove  too  successful?  Are 
you  worried  that  competition  might 
force  us  to  be  more  responsible,  even- 
handed,  fair  and  balanced?  Or  are  you 
ju,st  plain  uncomfortable  dealing  with 
the  ultimate  issues  of  life  and  death? 

Joseph  Farah 

Farah  is  executive  director  of 
the  Western  Journalism  Center 
and  editor  in  chief  of  the  Internet 
newspaper  WorldNetDailycom 


Correction 

SHUGHART  THOMSON  &  Kilroy  of 
Kansas  City  represented  the 
Carthage  (Mo.)  Press  in  a  case  in  which 
a  court  ruled  that  newspaper  carriers 
are  independent  contractors.  An  E&P 
story  (Aug.  30,  p.  27)  incorrectly  named 
a  different  law  firm. 


Newspaperdom* 


50  YEAKS  AGO  ...  A  POSt 
Office  regulation  barring 
newspapers  that  publish  lot¬ 
tery  information  from  the  mail 
was  invoked  against  the  St. 
Louis  Star-Times  after  the  fad. 
The  paper  was  told  not  to  do 
it  again.  The  cause  was  a  front¬ 
page  story  about  a  drawing 
conducted  by  the  Kiwanis 
Club  of  Ahoskie,  N.C.,  in 
which  the  prize  was  an  auto¬ 
mobile.  The  first  and  winning 
ticket  was  owned  by  a  Negro, 
but  the  club  refused  to  give 
him  the  car  and  drew  another 
ticket.  The  story  was  printed 
all  over  the  country,  mostly'  on 
newspaper  front  pages,  and  by 
every  newsmagazuie.  Elzey 
Roberts,  publisher  of  the  Star- 
Times,  said  that  “if  the  news¬ 
papers  and  newsmagazines  of 
the  U.S.  do  not  stand  together 
to  stop  this  arrogant  nonsense 
on  the  part  of  the  Post  Office, 
they  deserve  censorship.” 

From  Editor  &  Pi;bu.sher 
September  13,  1947 
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Frederick  Jackson  tracks  down 
the  one  we  didn’t  get. 


Our  clients  expect  a  newspaper  tracking  database  to  be  like  a  good  newspaper  story-timely,  accurate 
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every  month.  Occasionally  we  even  have  to  track  down  a  missing  section.  That’s  when  Frederick  takes  over. 
His  nose  for  the  news  helps  CMR  clients  get  the  whole  story. 
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The  Press 
Under  Fire 


Trr  ““ot  Blame,  shai 

111;:  rrl  media  aft> 

unused  scat  belts  i-j*  / 

resulted  in  the  Uldfld  S  C 

death  of  Princess  Diana  and  •  ,  i  ■ 

two  others  in  a  one-car  acci-  U/ t7/7/\o/7  Ullx 
dent  in  Paris  as  their  car  was  f  11 

followed  by  a  pack  of  TOllOWUlQ 

paparazzi  on  motorcycles. 

Who  gets  blamed?  pm 

The  press. 

At  least  that  was  the  initial  o  v  rk  a  m 

reaction  fnim  Diana  s  bnither. 

Earl  Spencer,  who  initially  said,“l  always  believed  the 
press  would  kill  her  in  the  end.” 

Then  there  was  the  Al-Fayed  spokesman,  Michael 
Cx)le,  who  immediately  condemned  the  paparazzi 
tailing  the  car  and  announced  that  Mohamed  Al- 
Fayed,  whose  son  Dodi  was  killed  alongside  his  com¬ 
panion  Diana,  would  seek  a  private  prosecution 
against  the  photographers. 

Though  what,  if  any,  role  the  motorcycle  riding 
photographers  played  in  the  crash  early  in  the 
morning  of  Aug.  3 1  was  unclear,  and  the  subject  of 
conflicting  reports.  British  Foreign  Minister  Robin 
CxKik,  only  hours  after  the  crash,  hinted  at  possible 
press  curbs. 

“Serious  questions  will  have  to  be  asked  whether 
the  aggressive  intrusion  into 


Blame,  shame  aimed  at 
media  after  Princess 
Diana's  death  in  a 
drunken  driving  accident 
following  chase  by 
paparazzi 

BY  DAN  EHRLICH 


a  oimaH  of  rushing  to 

C  dill lUU  dL  conclusions. 

'  PrinrPQQ  reports 

rilllLUoo  of  the  crash  said  Diana  wasn’t 

.1  •  seriously  hurt.  Then  Dodi  was 

'din  in  3  killed  and  Di  injured,  then  Di 

•  I  ,  seriously’  injured.  Finally  she 

1y  aLLlucni  was  dead, killed  by  a  swarm  of 

I  I  paparazzi  on  motorcycles 

,>ndS6  Dy  chasing  her  chauffeur-driven 

.  Mercedes  into  a  tunnel  sup- 

3ZZI  port  column. 

_  As  press  antipathy  boiled, 

H  R  L I C  H  seven  photographers  were 

arrested,  and  amid  pro¬ 
nouncements  by  government  officials  and  family 
members,  some  of  the  facts  of  the  tragedy  began  to 
emerge. 

With  her  regular  driver  at  the  wheel  of  a  decoy 
car.  Diana’s  driver  was  actually'  an  overworked  secu¬ 
rity  man  pulled  out  of  a  local  bar  to  be  a  stand-in 
chauffeur  and  whose  tests  showed  he  had  three 
times  the  legal  level  of  alcohol  in  his  bkxxl  when  he 
died.  Reports  said  the  car  was  speeding  at  about 
120  mph,  triple  the  limit  for  that  spot.  And  finally, 
the  onh’  survivor  of  the  crash,  the  bodyguard,  seated 
in  the  fnint  pa.ssenger  seat,  was  also  the  only  j5erson 
wearing  a  seat  belt. 

Besides  the  iikelihixKl  of  the  Al-Fayed  family  seek¬ 
ing  criminal  or  civil  charges  against  the  suspect  pho 


her  privacy  has  contributed  to 
this  tragedy,"  Qxrk  said.  In  a 
nation  with  no  constitutional 
press  rights,  editors  fear  such 
talk. 

The  Daily  Mail  worried  in 
an  editorial,  “If  the  newspa¬ 
pers  in  this  country  do  not 
exercise  self  restraint ...  in 
response  to  the  present  wave 
of  revulsion.  Parliament  could 
impose  dangenius  restrictions 
on  media  freedom.”  The  anti¬ 
press  mood  prompted  the 
National  Union  of  Journalists 
to  warn  against  panic  legisla¬ 
tion,  and  media  secretary 
Chris  Smith  called  for  “reflec- 

Ehrlich  is  a  freelance  writer 
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tographcrs,  reports  suggested  the  possibility  that 
Diana’s  family  could  sue  the  Al-Fayeds,  owners  of 
the  Paris  Ritz  Hotel,  where  the  car  had  come  from, 
for  placing  the  Princess  of  Wales  in  the  hands  of  a 
drunken  driver.  Press  reports  said  her  family,  the 
Spencers,  sent  an  investigator  to  Paris. 

For  Diana’s  brother  to  sue  the  Ritz  Hotel  would 
mean  suing  Dodi’s  father,  Mohamed  Al-Fayed,  him¬ 
self  a  Spencer  family  friend.  Such  a  legal  action 
between  grieving  families  would  go  against  the 
grain  of  U.K.’s  landed  gentr). 

In  the  aftermath  of  the  tragedy,  the  body  of  the 
princess  was  flown  home  and  the  nation  went  into 
mourning.  The  seven  freelance  photographers  were 
released  after  two  days  of  questioning  in  custody 
and  are  being  investigated  for  possible  charges  of 
involuntary'  homicide  and  impeding  a  rescue. 

As  time  passes,  and  the  spirit  of  British  tabloid 
journalism,  so  successfully  copied  by  American  TV, 
continues,  amid  mounting  introspection  and  outside 
criticism,  the  world  can  expect  more  revelations. 

For  example,  the  French  authorities  claimed  it 
ttx>k  more  than  an  hour  to  get  Diana  out  of  the 
wreck  because  the  car  was  made  of  armored  steel. 
Then  it  came  out  the  Mercedes  was  a  stock  mtxlel, 
unreinforced. 

And,  in  a  TV  interview,  Romuald  Rat,  one  of  the 
pursuing  paparazzi  and  one  of  the  first  on  the 
scene  of  the  wreck,  said  he  opened  the  rear  car 
door,  saw  Diana  on  the  floor  and  told  her  help  was 
on  the  way. 

If  true,  his  account  raises  the  question  of  why  it 
ttx)k  more  than  an  hour  for  French  rescue  woikers 
to  get  her  out  of  the  car.  Are  the  paparazzi,  as  their 
lawyers  maintain,  being  made  scapegoats? 

Witnesses  gave  conflicting  accounts  about  what 
happened  immediately  before  and  after  the  crash. 
Some  witnesses  said  they  saw  headlights  surround¬ 
ing  the  Mercedes  just  before  the  crash,  and  after¬ 
ward  photographers  interfering  with  rescuers. 

Besides  virtually  endless  press  coverage,  already 
Diana  Internet  sites  began  appearing,  some  claiming 


she’s  still  alive  or  was  assassinated.  More  Ixxtks  on 
Diana  will  undoubtedly  be  published.  Then  there’s 
the  inevitable  TV  movie  treatment,  countless  hours 
of  talk  shows,  and  more. 

Yet,  Saturday,  as  Great  Britain  buried  its  most  lumi¬ 
nous  star,  amidst  the  biggest  crowds  seen  here  since 
the  end  of  World  War  11,  despite  the  growing  enlight¬ 
enment  about  the  cause  of  the  tragedy,  the  press  still 
bore  the  mark  of  Cain. 

In  his  eulogy'  at  the  funeral,  Diana’s  brother,  Earl 
Spencer,  noted  the  in)ny  that  while  Diana  was 
named  for  the  Greek  huntress  g(xl,  the  princess  was 
herself  hunted  by  the  media. 

It  took  the  Daily  Star,  one  of  the  most  sensational 
of  U.K.  tabloids,  in  an  act  of  contrition  after  Earl 
Spencer's  statement,  to  admit  collective  media  guilt: 
“In  the  midst  of  the  grief  there  is  anger  and  the  need 
to  blame  someone  —  the  paparazzi,  the  media 
who  buy  their  photographs  and  in  doing  so  encour¬ 
age  their  relentless  pursuit  of  the  famous.  It  would 
be  hollow  hyptKrisy  for  the  media  to  try'  to  wash  its 
hands  of  Diana’s  death.” 

In  death,  her  fame  and  magnetism  have  been  mag¬ 
nified  by  a  media  army  covering  her  funeral,  a  press 
horde  larger  than  anyone  can  remember  in  Dmdon. 
The  American  presence  almost  surpassed  the  British 
and  included  crews  from  local  TV  stations. 

“Our  boss  wanted  a  presence  here.  For  one  thing, 
Margaret  Thatcher  s  son  has  a  home  in  Dallas,”  said  a 
cameraman  from  the  ABC^  affiliate  in  Dallas,Texas. 

Such  reasoning  underscores  the  snowballing 
feeding  frenzy  driving  the  media  at  the  nexus  of  real 
news  and  celebrity'  worship.  The  massive  expres¬ 
sion  of  interest  and  grief  in  a  world  obsessed  with 
personality  figures  helps  explain  why  Diana  was 
one  of  the  leading  media  targets  of  her  time. 

Another  question  now  that  she’s  gone,  is  who,  if 
anyone,  will  take  her  place? 

“There’s  going  to  be  a  huge  gap  without  Diana,” 
said  Associated  Newspapers  chief  David  English.  His 
sentiments  were  being  echoed  by  tabloid  editors 
worldwide. 
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Quick,  Deadly  End  To  Paparazzi  Symbiosis 


The  death  of  Diana, Princess  of 
Wales,  culminated  a  conflict  years 
in  the  brewing. 

But  according  to  a  veteran  British 
news  agency  proprietor,  the  battle 
wasn’t  waged  by  celebrities,  but  by 
their  press  agents,  and  it  was  about 
control  of  image  and  the  free  flow  of 
information. 

The  seven  photographers  impli¬ 
cated  in  the  accident  have  created 
easy  targets  for  celebrity  public  rela¬ 
tions  firms  pushing  for  laws  to  restrict 
press  freedom,  said  John  Rogers,  who 
for  20  years  ran  Fleet  Street  News 
Agency  a  haven  for  paparazzi. 

"This  is  the  climax  of  a  movement 
in  recent  years  by  people  who  repre¬ 
sent  celebrities,  who  would  like  to 
control  the  press  so  they  can  control 
the  image  of  their  clients,”  Rogers  said. 

The  power  of  Hollywood  press 
agents  is  legend,  yet  the  paparazzi 
are  largely  beyond  their  contml,  and 
press  agents  —  like  their  paparazzi 
adversaries  —  earn  their  living  from 
the  celebrity'  mania  that  grips  much 
of  the  world. 

However,  the  death  of  Diana  is  the 
first  time  anyone  can  recall  serious 
injury  in  connection  with  paparazzi. 

“Quite  honestly',  1  don’t  know  any 
press  photographer  who  blames  those 
being  investigated  in  France,”  Rogers 
says,  noting  that  the  facts  surn)unding 
the  crash  are  blurred  and  the  whole 
truth  may  never  be  known. 

Photographers,  it  seems,  have  always 


cha,sed  celebrities,  lai'gely  because 
celebrities  usually  run  away. 

The  term  paparazzi  evolved  from 
the  character  Paparazzo  in  Italian  film 
director  Federico  Fellini’s  1959  movie 
“La  Dolce  Vita.”  The  fusion  of  two  words, 
it  means  “flashbulb  popping  gnat.” 

Tazio  Secchairoli,  72,  and  the  real- 


TV  cameraman  Romuald  Rat  one  of  the 
paparazzi  investigated  in  Diana's  death 


life  paparazzo  Fellini  modeled  the 
character  after,  has  observed,  “Of 
course  the  paparazzi  are  aggravating 
.  . .  but  if  they  are  allowed  to  take 
photos,  they  go  away.” 

Oddly,  this  is  exactly  what  celebri¬ 
ties  don’t  do,  though  their  fame  is 
based  on  public  adoration,  their 
wealth  on  consumer  spending. 

Diana’s  relationship  with  the  press 
was  a  two-way  process.  On  one  hand 


she  was  adept  at  manipulating  the 
media  to  her  own  advantage,  usually 
through  friends  who  would  tip  the 
tabloids  to  her  pn)biems  and  plans. 

On  the  other  she  complained  of  intol¬ 
erable  intrusion.  As  Daily  Mirror 
royal  reporter  James  Whitaker  said  of 
the  photographers,  “Diana  used  them 
enormoasly  to  her  advantage  and 
knew  exactly  how  to  do  it.” 

The  pictures  of  Diana  and  Dodi  in 
August  at  St.  Tropez  sold  in  Britain  for 
about  $700,(XX).  Would  ordinary  pic¬ 
tures  fetch  such  a  sum,  and  how 
quickly  would  the  press  tire  of  such 
photos  if  available  in  abundance? 

Nobody  knows,  but  it  is  clear  the 
royal  paparazzi  surged  in  numbers 
during  the  Diana  years. 

As  Refers  recalled,  “On  the  1975 
tour  by  Queen  Elizabeth  there  were 
only  10  photographers  in  her  party. 
But,  on  Diana’s  1983  tour,  there  were 
30,  and  by  1990  the  number  had 
swelled  to  100.  Now,  when  you  con¬ 
sider  only  about  12  pajx:rs  in  the 
country  send  photographers  on  such 
tours,  the  majority  had  become  free¬ 
lance  paparazzi!' 

They  come  from  everywhere,  and 
sometimes  have  no  training  or  qualifi¬ 
cations,  and  mtxlem  equipment 
allows  almost  anybody  to  take  good 
pictures. 

“Anyone  can  be  a  paparazzi.  And 
as  long  as  there  is  demand  for  such 
pictures,  there  will  be  paparazzi!  he 
said.  —  Dan  Ehrlich 
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While  the  “popular"  press  has  always  been  sensa¬ 
tional  compared  with  the  “quality"  press,  what  are 
new,  he  said,  are  the  numbers  of  photographers  and 
the  level  of  competition. 

Unlike  in  a  lot  of  U.S.  cities,  papers  in  England  and 
Europe  compete  aggressively  for  the  same  market. 

Richard  Corkery,  the  celebrity  photographer  for 
the  New  York  Daily  termed  his  U.K.  counter¬ 

parts  “a  much  pushier  group”  than  American 
paparazzi  and  called  the  French  “even  wilder.” 

In  New  York,  it  often  boils  down  to  who  you 
know,  he  said.  Celebrities  often  arrive  in  town  and 
demand  the  best  theater  seats  and  best  restaurant 
tables,  which  they  get.  But  when  they  tell  their 
hosts  “no  press,”  restaurant  personnel  eager  for  pub¬ 
licity  pmmptly  call  C>orkery'. 

Benic  said  Reuters  often  gets  invited  on  celebrity 
assignments,  but  “intrusive  behavior"  by  stringers  is 
not  tolerated. 

Paparazzi  describes  a  type  of  behavior  as  well  as 
a  segment  of  the  freelance  market.  Andrea  Renault, 
a  New  York  photographer  who  sells  celebrity  pic¬ 
tures  thn)ugh  Globe  Photos,  one  of  the  many  New 
York  agencies  that  feeds  the  tabloids,  sees  herself  as 
a  stock  photographer  who  specializes  in  celebrities. 

Globe  tells  where  the  celebs  are  on  a  given  day. 
The  vast  majority  of  her  sales  are  for  lxK)ks  and  mag¬ 
azines,  and  sometimes  tabloids. 

“I  get  the  standard  fee.  Sometimes  the  picture 
sells  a  lot  or  is  used  big,"  she  said,  but  her  goal  is  to 
put  together  a  sttK'k  photo  file  that  will  keep  selling 
into  the  future. 

She  doesn’t  try  to  get  unusual  pictures  by  making 
her  subjects  angry  or  upset,  she  said,  but  those  using 
paparazzi  tactics  in  New  York  are  a  small  group  and 
not  representative  of  the  city’s  freelancers,  though 
they  photograph  the  same  people. 

The  celebrities  use  photographers  to  get  free 
publicity,  just  as  the  agencies  and  the  photographers 
live  off  celebrity  pictures.  But  photographers  under¬ 
stand  that  photographing  a  poor  crime  victim’s 
agony  can  be  as  exploitive  as  chasing  a  celebrity. 

Vin  Alabiso,  vice  president  and  executive  photo 
editor  of  the  Associated  Press,  declined  to  condemn 
TV’s  presentation  of  Diana’s  death,  but  admitted  the 
use  of  the  paparazzi  pictures  of  the  princess  and 
her  lover  on  a  Mediterranean  cruise  was  something 
AP  member  newspapers  had  avoided  so  far.  He  also 
Jacques  Langevin,  a  French  photojournalist  who  won  awards  for  agreed  the  American  public  was  not  alerted  to  how 
his  work  covering  the  1989  Tianamen  Square  massacre  in  Beijing,  the  paparazzi  use  motorcycles  in  Europe, 
was  among  the  "paparazzi"  being  investigated  for  possible 
homicide  charges  in  the  traffic  death  of  Princess  Diana.  He  said 
he  came  on  the  scene  by  accident  10  to  15  minutes  after  the  crash. 


Television  has  depicted  celebrity 

photographers  as  jackals  hounding  the 
rich  and  famous  —  now  even  to  the 
death  of  the  most  beloved  of  them. 

TV  reports  of  the  car  crash  that  took 
the  lives  of  Princess  Diana  of  Britain  and 
her  wealthy  companion,  Dodi  Al-Fayed,  have 
focused  public  anger  on  the  paparazzi  who  were 
following  them,  even  though  the  French  police 
reported  the  driver  of  their  car  was  drunk. 

Pat  Benic,  news  picture  editor  for  Reuters  Amer¬ 
ica,  said  that  motorcycles  are  a  common  form  of 
,  transportation  in  Paris,  where 

U.S.  paparazzi  traffic  is  particularly  bad. 

“We  don’t  really  go  out  and 

say  they  show  make  intrusive  private  shots 

of  celebrities,”  he  said  of 

more  restraint  Reuters  photographers.  In 

fact,  he  added,  in  an  interview 
a  week  or  so  before  her 
death.  Princess  Diana  said  her 
favorite  news  picture  was  a 
Reuters  image  of  her  holding 
a  cancer-stricken  Pakistani 
child  in  Lahore. 

Even  though  paparazzi- 
style  photographers  operate 
in  the  United  States,  their 
antics  are  tame  compared 
with  their  European  brethren. 
James  Adams,  who  recently 
took  over  as  CEO  of  UPI,  said 
the  British  have  added  a  new 
verb  to  the  language  to 
describe  the  handiwork  of 
British  tabloid  photographers 
on  their  subjects. 

“You  get  monstered,”  he 
said.  “It  is  absolutely  unbeliev¬ 
able.  They’ll  do  anything  to 
get  a  picture.” 

Adams  said  he  had  a  taste 
of  this  kind  of  attention  when 
he  was  involved  in  moving 
the  London  Sunday  Times  to 
its  Wapping  plant,  leaving  be¬ 
hind  angry  striking  unionists. 


than  European 
counterparts 


Salgado  is  a  freelance  photographer  and  writer 
in  New  Hope,  Pa. 
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BY  M.L.  STEIN 


Calif.  Pols 
Want  Press  Limits 


JUMPING  INTO  THE  international  anti- 
paparazzi  movement,  two  California  state 
senators  have  proposed  legislation  limiting 
the  distance  between  photograhers  and  their 
subjects,  among  other  restrictions. 

The  proposals  were  announced  as  the  Sen¬ 
ate  ODserved  a  moment  of  silence  Sept.  2  in  honor 
of  Princess  Diana,  who  died  in  a  Paris  auto  crash  that 
some  blame  on  pursuing  paparazzi. 

Sen.  Charles  (^denm  (I> Whittier),  an  aspirant  for 
state  attorney  general  in  next  year’s  election,  offered 
a  plan  that  would  require  photographers  to  stay  at 
least  15  feet  from  their  sub¬ 
jects,  if  so  requested. 

“The  public  and  legitimate 
media  should  no  longer  toler¬ 
ate  the  tactics  of  a  business 
that  thrives  on  lies,  scandal, 
speculation  and  death,” 
C^deron  said  in  a  statement. 
This,  he  asserted,  would  send 
a  “message  to  paparazzi  and 
tabloids  who  buy  the  photos  that  we  will  not  toler¬ 
ate  harassment,  spectacle  or  endangerment  of  pe<> 
pies’  lives.” 

Both  Calden)n  and  Sen.  Tom  Hayden  (D-Los  Ange¬ 
les),  who  also  favors  laws  restricting  picture-taking, 
obviously  have  an  eye  on  Los  Angeles,  home  to  a 
flock  of  celebrities. 


Diana's  death 
spurs  legislation 
to  rein  in 
photographers 


As  reported  in  the  San 
Francisco  Chronicle,  Hayden, 
something  of  a  celebrity  him¬ 
self  before  his  divorce  fn>m 
actress  Jane  Fonda  and  earlier 
as  a  member  of  the  famed 
anti-Vietnam  “Chicago  Seven,” 
may  seek  to  change  the  state’s 
anti-stalking  law  to  ban  “inva¬ 
sive  technology”  such  as 
z(x)m  lenses. 

“Tom  clearly  has  his  own 
experiences,”  said  Hayden’s 
spt)keswoman,  Stephanie 
Rubin.  “He’s  been  hounded 
by  the  paparazzi!’ 

Hayden,  she  said,  also  is 
considering  setting  heavy 
fines  to  cut  the  profits  of  the 
freelance  photographers  will¬ 
ing  to  break  state  laws  in  chas¬ 
ing  the  rich  and  famous. 

Judging  from  public  state¬ 
ments  from  Hollyw(X)d  stars 
in  the  wake  of  Diana’s  death, 
the  lawmakers  seem  to  enjoy 
w(xxl  backing. 

For  example,  actor  Tom  C 
(See 


Actor  Alec  Baldwin,  pictured 
during  his  1995  trial  for 
assaulting  a  photogarapher, 
found  new  cause  in  Diana’s 
death  to  condemn  the  tabloid 
press. 

considerable  Holly- 

ruise  has  appeared 
limits  on  page  40) 


U.S.  Tabloids  Expect  Temporary  Backlash 


WITH  PUBUC  ANGER  over  the 
paparazzi's  role  in  the  death 
of  Princess  Diana,  and  reader  com¬ 
plaints  the  same  week  about  coverage 
of  her  love  life,  grocery  chains  such  as 
Safeway,  Waldbaum’s  and  A&P  have 
pulled  supermarket  tabloids  out  of 
checkout  lines  on  the  grounds  of  poor 
taste. 

But  is  this  move  hurting  the 
tabloids  financially? 

“To  venture  any  kind  of  guess 
would  not  be  fair  to  anyone  —  our 
employees,  our  shareholders  or  any¬ 
one,”  said  Richard  W.  Pickert,  chief 
financial  officer  of  Lantana,  Fla.-based 
American  Media,  publisher  of  the 
National  Enquirer,  with  paid  weekly 
circulation  of  2.7  million.  “I  just 


couldn’t  quantify  it.” 

Demand  for  Diana  stories  already 
has  begun  to  crimp  supplies  of  paper 
exporters.  Officials  in  Finland  and 
Sweden  have  blamed  the  public’s 
thirst  for  news  about  Diana’s  death  is 
outpacing  production  of  newsprint 
and  glossy  magazine  paper. 

And  despite  some  discussions  in 
the  media  about  to  what  extent  the 
Enquirer  will  be  economically  hurt, 
Pickert  thinks  readers  will  look  for  the 
Enquirer  in  other  supermarkets. 

“We  think  this  is  a  short-term  phe¬ 
nomenon.  It’s  unfortunate  we  had  a 
story  that  already  went  to  press  .... 
There  was  no  way  we  could  stop  it,” 
he  said,  referring  to  the  headline  on 
newsstands  the  week  she  died  saying: 


“Di  Goes  Sex  Mad;‘It’s  the  Best  I’ve 
Ever  Had.’  ” 

All  things  considered.  Wall  Street 
has  been  relatively  kind  to  American 
Media.  Although  the  stock  (ENQ)  has 
recently  fdlen  about  3%  to  $7  15/16 
on  Sept.  4  vs.  $8  3/16  on  Aug.  29,  the 
day  before  Diana’s  death,  the  price  is 
still  40%  over  last  year. 

In  keeping  with  both  its  strong  cov¬ 
erage  of  Diana  as  a  franchise,  and  end¬ 
less  demand  for  stories,  the  Enquirer 
is  planning  a  special  edition  devoted 
exclusively  to  her.  It  will  revolve 
around  her  life  and  family  “and  we 
think  it  should  sell  very,  very  well  — 
so  we  don’t  see  any  long-term 
impact,”  Pickert  said. 

— John  Sullivan 
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Hopes  Rise  For 
USPS  Rate  Delay 


added  business,  the  Postal  Service  projected  a  profit 
of  at  least  $1  billion  for  the  third  year  in  a  row, 
which  is  unprecedented,  said  Thomas  Koerber,  sec¬ 
retary  of  the  Postal  Service  Board  of  Governors. 

In  light  of  that,  board  chairman  Tirso  del  Junco 
said  he  would  prefer  to  push  back  the  effective  date 
of  the  price  increases,  the  Washington  Post 
reported  Aug.  23-  As  the  strike  ended,  large  mailers 
began  to  criticize  anew  the  timing  of,  and  the  need 
for,  any  increases. 

Kenneth  B.  Allen,  executive  vice  president  and 
CEO  of  the  National  Newspaper  Association, 
applauded  del  Junco’s  comments. 

“We  don’t  believe  that  a  rate  case  should  come 
effective  until  it  is  needed  to  cover  the  Postal  Ser¬ 
vice’s  costs,”  he  said. 

And  Richard  Barton,  senior  vice  president  of  con¬ 
gressional  relations  for  the  Direct  Marketing  Associ¬ 
ation,  said  likewise. 

Gene  A.  Del  I\>lito,  president  of  the  Advertising 
Mail  Marketing  Association,  said  of  the  Postal  Ser- 
Priority  Mail  volume  was  50%>  vice,  “They  did  get  a  windfall,  no  doubt  about  it. 
higher.  Parcel  post  volume  rose  20%  for  most  of  the  They  got  an  increase  in  their  most  profitable  prtxl- 
strike,  she  said  and  was  up  50%  on  Aug.  18,  the  day  ucts.” 

after  the  UPS  strike  ended.  The  amount  of  the  unanticipated  revenue  won’t 

TThe  strike  started  about  eight  weeks  before  the  be  known  until  the  Postal  Service  determines  its 
USPS  fiscal  year  ends  on  Sept.  30.  Even  without  the  fourth-quarter  results.  To  handle  the  increased  load, 

the  Postal  Service  opened  20  temptirary 
for  the  extra 

by  spokesman  Mark 

ders.  The  agency  temporary 

workers,  who  may  stay  for  up  to  30  days 
^(“r  the  strike,  Saunders  said.  Once  sorted, 
parcels  were  sent  to  post  offices  for 
delivery,  and  many  letter  carriers  only  deliv- 
packages  for  a  time. 

our  letter  carriers  saw  about  a 
percent  increase  in  overtime,”  Saunders  said. 

Harding  said  the  extra  expenses  may 
negate  any  pnifits  from  the  added  business, 
r Because  the  additional  load  was  handled 

regular  mail  stream,  the  Postal 
Service  maintains  that  regular  mail  delivery 
R  was  not  harmed.  Allen  said  he  had  no  infor- 
.  mation  from  NNA  member  papers  that  the 

f  I  strike  affected  delivery  of  periodicals.  How- 

ever,  he  repeated  NNA’s  ongoing  complaint 
of  poor  service  in  that  category. 

“I’m  getting  reports  from  all  over  the 
country  about  significant  delays”  over 
recent  months,  Allen  said. 

Koerber  said  USPS  would  not  withdraw 
(See  USPS  on  page  40) 


The  U.S.  postal  service  may  seek  to 
delay  price  increases  it  was  pursuing  for 
1998  because  the  strike  at  United  Parcel 
Service  brought  in  unanticipated  busi¬ 
ness  before  the  end  of  the  fiscal  year. 
The  rate  case,  filed  July  10  with  the 
Postal  Rate  Commission,  called  for  an  average 
increase  of  3.5%  in  in-county  mail  rates  used  by 
newspapers,  and  a  1 1  increase  in  the  price  of  a  First 
Class  stamp  (£'6fP,July  19). 

The  15-day  strike  at  UPS,  which  has  80%  of  the 
parcel  delivery  market,  forced  large  and  small  com- 
panies  all  over  the  nation  to 
l)  StriKB  dluS  alternative  mailers,  many 
of  which  found  themselves 

finances  —  with  more  business  than  they 

could  handle. 

and  bid  for  Sandra  Harding,  a  Postal 

Service  spokeswoman,  said 

rate  hikes  the  volume  of  Express  Mail 

_  rose  an  estimated  70%,  and 


U.S.  Postal  Service  workers  take  up  the  slack  from  the  United  Parcel 
Service  strike  at  a  processing  center  in  Merrifield,  Va.,  recently.  USPS  is 
in  the  process  of  figuring  whether  it  made  money  or  lost  money  from  the 
spike  in  business,  and  implications  on  proposed  rate  increases. 
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Unions  Attack 
Monterey  Moves 


UNIONS  REPRESENT1N(,  EMPLOYEES 
at  (^ifomia’s  Monterey  County  Her¬ 
ald  have  filed  four  charges  of  unfair 
labor  practices  against  Knight-Ridder 
Inc.,  the  newspaper’s  new  owner. 
The  complaints  to  the  National 
Labor  Relations  Board  include  “discrimination,” 
“ccxrrcive  interviewing,"  “unilateral  changes,”  and 
“information  refusal  "The  unions  said  the  company 
discriminated  when  it  “c“aused  the  firing”  of  every 
employee  and  “caused  them  then  to  reapply  for 
their  own  jobs.”  During  employment  interviews,  the 
A  If  nn  I  •  complaint  said,  employees 

NLnB  COmpIdintS  were  asked  “coercive”  ques- 

tions  designed  to  determine 
follow  dSSOt  their  union  sympathies. 

Knight-Ridder  also  was 
dCQUISltlOn  accused  of  unilaterally  con¬ 
verting  several  employees 
Qf  ^OntOrOV  independent  contractors, 

^  or  freelancers,  and  refusing  to 

County  Hordld  ‘^"•"Ply  with  requests  for 


information  needed  for  nego 
tiation. 

“Both  before  and  after  taking  over  the  Herald, 
Knight-Ridder's  actions  have  been  illegal  and 
provocative,”  said  Luther  Jackson,  executive  director 
of  the  San  Jose  New.spaper  (tuild,  which  repre¬ 
sented  160  Herald  employees  under  its  previous 
owner,  Scripps  Howard. 

In  another  action,  the  Monterey  (x)uncil  of  News¬ 
paper  Unions  has  mailed  letters  asking  Herald 
advertisers  to  pull  their  ads  in  the  event  of  a  strike, 
which  union  members  have  authorized  but  union 
leaders  have  not  called. 

Knight-Ridder  has  hired  back  90%  of  Herald 
employees  who  reapplied,  and  rejected  22  others. 

The  Herald  quoted  Knight-Ridder  CEO  Tony  Rid- 
der  as  saying  those  who  were  not  rehired  “were  peo¬ 
ple  who  just  didn’t  measure  up  to  our  standards.” 

Jaclcson  expressed  outrage  at  the  remark.  “We 
can’t  believe  that  he  would  say  something  like  that. 
After  firing  some  of  the  Herald's  most  liked  and 
respected  employees,  he  then  makes  matters  one- 
hundred  times  worse  by  calling  them  incompetent. 
We  demand  a  public  apology  from  this  company." 

Knight-Ridder  did  not  fire  anyone,  responded 
company  spokesman  Polk  I.aiT(x>n.  He  pointed  out 
that  under  the  terms  of  the  sale,  employees  were 
relea.sed  by  Scripps  Howard  and  were  invited  to 
reapply  for  their  jobs  with  Knight-Ridder. 

Laff(K)n  al.so  hla.sted  the  NLRB  chains,  declaring, 
“I  am  absolutely  confident  that  they  would  be  found 


baseless  in  any  court  of  law.  We  have  gone  through 
a  very  painful  pnx;ess  at  the  Herald  and  no  one 
would  argue  that  a  great  many  people  still  feel  a  lot 
of  pain.” 

The  NIJIB  charges  “will  only  pmlong  the  hurt,” 

Laff(K)n  said,  questioning  the  timing  of  the  union 
complaints,  since  the  company  had  agreed  to  begin 
bargaining  Sept.  10.  “I  cannot  imagine  what  the 
unions  hope  to  accomplish  with  these  claims  that 
could  be  pnxluctivc,”  he  .stated.  “I  can  only  hope, 
along  with  a  great  majority  of  HeraUTs  employees, 
that  rea.son  will  prevail  scxin.” 

The  unions  are  demand¬ 
ing  that  previous  bargain-  UtliOfl  fUcS  Chdt^CS 

ing  agreements  with  after  TieW  OUmeV, 
Scripps  Howard  be  pre-  ^  . 

served  and  that  the  entire  Km^ht-RlddeV,  fOTCCd 
work  force  be  retained.  exisUtlQ  employees  tO 

.some  of  the  old  contract  VeClpply  foV  their 

conditions  were  “too  current  jobS 
restrictive  in  that  they  did 

not  allow  us  the  flexibility  to  run  the  newspaper  for 
the  benefit  of  our  customers.”  He  pointed  out,  how¬ 
ever,  that  the  rehired  workers  retained  their  pen¬ 
sion,  vacation  and  health  benefits. 

Jackson  al.so  charged  that  Knight-Ridder  ripped 
down  employee  bulletin  hoards  and  barred  empk)y- 
ees  fn)m  posting  information  and  distributing  litera¬ 
ture  in  work  areas. 

Laff(x>n  said  the  only  company-imposed  restric¬ 
tion  applied  to  the  posting  of  official  union  state¬ 
ments. 

Part-Timers  Rebuff  Guild 

PART-TIME  EMPLOYEES  at  the  Eugene, Ore., .ffegts- 
ter-Cuard  recently  voted  41-36  against  representa¬ 
tion  by  the  Newspaper  (iuild. 

Full-time  workers  in  the  news,  editorial,  advertising, 
circulation  and  business  departments  have  been 
unionized  for  several  years. 

Ciuild  L(x:al  194  in  Eugene  petitioned  to  represent 
part-timers  in  those  departments  so  they  could 
receive  the  same  benefits  as  regular  staffers. 

Attorney  L  Michael  Zircser,  who  represented  man¬ 
agement,  said  the  company  told  part-timers  that 
“union  or  no  union,  the  newspaper  would  not  agree 
to  provide  benefits  for  part-time  positions  and  could 
not  by  law  be  forced  to  do  so.” 

He  said  the  company  has  an  “excellent  record  of 
pay  incrca.scs  for  part-time  positions,”  which  pay 
above-average  wages. 
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BY  RANDY  DOTINGA 


Risky 

Business 


SITTING  AT  A  computer  and  banging  out 
editorials  all  day  may  seem  like  anything 
but  a  “high-risk  occupation,”  but  for  San 
Diego-area  editorial  writer  Joe  Tash,  his 
job  cost  him  his  homeowner’s  insurance. 
Tash  isn’t  the  only  one.  Two  of  his  co¬ 
workers  —  a  sportswriter  and  a  wire  editor  —  also 
found  themselves  without  insurance  because  of 
their  “highly  visible”  professions. 

It’s  all  because  a  company  thinks  journalists  are 
too  risky  to  insure.  To  the  Southern  California 
chapter  of  the  American  Automobile  Association 
(AAA),  reporters  and  editors 
are  not  welcome. 

The  first  denial  came  last 
December,  when  the  newly 
married  John  and  Jill 
Schlegel  bought  a  new  home 
in  Oceanside. 

Jill  Schlegel  is  a  wire  edi¬ 
tor  for  the  North  County 
Times,  a  daily  newspaper 
ba.sed  about  30  miles  north 
of  downtown  San  Diego. 
John  Schlegel  was  a  sports- 
writer  covering  the  San 
Diego  Padres  for  the  same  paper.  He  has  since 
resigned  to  be  director  of  the  Padres  publications 
department. 

When  the  Schlegels  bought  their  home,  they 
paid  for  an  AAA  insurance  policy,  and  the  com¬ 
pany  began  insuring  them.  But  within  two  weeks. 


Joe  Tash,  left,  and  John  Schlegel,  right  were  denied  homeowner's 
policies  on  grounds  their  jobs  as  journalists  increased  the  risks  of 
libel  suits. 
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the  company  sent  them  a  letter  saying  their  cover¬ 
age  would  expire  in  a  week. 

“We  regret  we  caimot  insure  you  at  this  time 
because  your  highly  visible  (xrcupations  are  unac¬ 
ceptable  according  to  the  exchanges  underwriting 
guidelines,”  the  letter  said. 

The  Schlegels  weren’t  the  only  ones  to  get  a 
rejection  letter  from  AAA.  This  summer,  the  same 
thing  happened  to  Joe  Tash,  an  editorial  writer  and 
letters  editor  for  the  North  County  Times. 

Tash  and  his  wife,  Ava,  a  nurse,  had  bought  a 
home  in  Oceanside  and  a  policy  from  AAA,  which 
later  sent  a  letter  saying  their 
homeowner’s  coverage 
would  end  within  a  week 
because  of  Tash ’s  “high-risk” 

(K'cupation. 

Why  the  problem?  AAA  is 
worried  that  it  may  have  to 
pay  to  defend  journalists 
who  are  sued  for  libel,  said 
company  spokeswoman 
Layna  Bnjwdy. 

Although  many  people 
don’t  know  it,  the  liability 
clauses  of  homeowner’s  poli¬ 
cies  often  cover  more  than 
household  accidents. 

Coverage  may  also  protect  policy  holders  sued 
for  other  causes  —  such  as  libel. 

Insurance  companies  typically  offer  liability  cov¬ 
erage  ranging  from  $100,000  to  $300,000.  Extra 
coverage,  from  an  “umbrella”  policy,  can  cover  a 
customer  for  millions  of  dollars. 

Browdy  said  the  Southern  California  chapter  of 
AAA  is  very  cautious  because  homeowner’s  insur¬ 
ance  makes  up  only  1%  percent  of  its  business. 
The  nonprofit  company  mainly  insures  cars  and 
wants  to  minimize  risks. 

She  said  journalists  have  to  be  “realistic”  about 
their  chances  of  being  sued  for  libel.  “It  could 
mean  your  homeowner’s  insurance  could  be  on 
the  hook  for  defending  you,  not  just  your  newspa¬ 
per,”  she  said. 

“'That  hits  you  personally.  It’s  a  risk  we’re  not 
going  to  tackle.” 

She  added  that  the  company  is  more  worried 
about  paying  legal  expenses  to  defend  a  customer 
than  spending  money  on  a  big  settlement. 

The  explanation  has  not  made  the  Schlegels  or 


Dotinga  covers  education  for  the  North  County 
Times  in  Escondido,  Calif. 
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‘'The  fact  of  the 
matter  is  that  libel 
judgments  go 
against  the  deepest 
pocket  amund . . . 
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newspaper” 
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Journalists’  Personal  Libel  Liability 


COULD  A  LIBEL  suit  at  work  dev¬ 
astate  your  pocketb<x)k  at  home? 
According  to  libel  experts,  newspa¬ 
pers  almost  always  pick  up  the  tab 
when  reporters  are  sued  over  a  stor>'. 
But  there  can  be  exceptions,  espe¬ 
cially  when  state  laws  complicate  the 
matter  or  a  freelancer  is  involved. 

“It’s  important  for  journalists  to 
understand  the  policies  and  practices 
of  their  individual  institution,”  said 
Sandra  Baron,  executive  director  of 
the  Libel  Defense  Resource  Center  in 
New  York  City. 

Jane  Kirtley,  who  follows  libel  care¬ 
fully  as  executive  director  of  the 
Reporters  Committee  for  Freedom  of 
the  Press,  says,  “The  general  strategy  is 
to  sue  everybody  in  sight  who  could 
conceivably  be  liable,”  she  said.  And 
the  newspaper  usually  pays  the  dam¬ 
ages. 

“It’s  virtually  unheard  of  for  jour¬ 
nalists  to  have  to  pay  those  amounts,” 
she  said. 

But  it  could  happen.  Some  states 
forbid  employers  from  paying  puni¬ 


tive  damages  levied  against  an 
employee,  and  some  won’t  let  insur¬ 
ance  companies  pay  punitive  dam¬ 
ages. 

“There  are  some  states  that  are 
ver\'  rigid,”  said  attorney  Chad  Milton 
of  Media-Professional  Insurance,  the 
country’s  largest  provider  of  libel 
insurance. 

"They  wouldn’t  permit  a  surrogate 
to  serve  a  prison  sentence  for  a  bur¬ 
glar,  and  they  don’t  want  to  permit  a 
sunx)gate  insurer  to  pay  the  punish¬ 
ment  of  punitive  damages.” 

To  the  dismay  of  journalists,  puni¬ 
tive  damages  in  libel  cases  are  on  the 
rise. 

In  May,  a  federal  judge  upheld  a 
$20,0(K)  punitive  judgment  against 
Wall  Street  Journal  reporter  Laura 

“Ws  virtually  unheard 
of  for  journalists 
to  have  to  pay  those 
amounts” 


Jereski  in  connection  with  a  story 
about  a  Houston  securities  firm.  The 
judge  reduced  the  judgment  against 
the  newspaper  by  $200  million,  from 
a  record  $222.7  million. 

An  attorney  for  the  Journal  said 
the  company  will  pay  all  damages 
against  Jereski  if  they  withstand 
appeal. 

VlTiile  newspapers  will  usually 
defend  staffers  in  a  libel  .suit,  stringers 
may  find  themselves  in  a  more  tenu¬ 
ous  position. 

Kirtley  said  freelancers  should 
check  to  see  who  would  take  the  hit 
in  a  libel  suit. 

Milton  agrees,  though  it  might  not 
be  easy’  to  bring  up  “the  L-word.” 

“That’s  the  way  you  protect  your 
rights  when  things  go  wrong,”  he 
commented. 

“But  I  also  know  as  a  practical  mat¬ 
ter  that  when  you  start  talking  to  a 
publisher,  imposing  conditions  on 
your  work,  they’re  just  as  likely  to  hire 
another  freelancer.” 

—  Randy  Dotinga 


the  Tashes  any  happier. 

“It’s  like  they  saw  a  journalist  and  thought  that 
was  an  automatic  risk,”  John  Schlegel  said.  “It’s  Iwr- 
derline  discrimination,  and  it  was  pretty’  annoying.” 

The  Schlegels  point  out  that  their  employer,  the 
newspaper,  would  defend  them  in  a  libel  suit. 

They  offered  to  sign  a  waiver  promising  to  not 
hold  AAA  responsible  if  anyone  sued  them  for 
libel,  but  the  company  refused. 

Jill  Schlegel  said  AAA  is  “not  really  aware  of 
what  goes  on  in  a  newsroom  and  how  few  people 


Reporting  Puts  Policy  At  Risk 


An  insurance  com¬ 
pany  spokesman  said 
an  unnamed  journalist 
may  soon  find  himself 
without  coverage  because 
of  what  he  has  written. 

Kenneth  Adams, 
spokesman  for  the  West¬ 
ern  Insurance  Information 
Service,  said  the  journalist 
has  written  “one-sided” 
stories  that  made  the 
insurance  business  look 
bad,  even  as  the  journalist 
has  homeowner’s  insur¬ 


ance  with  one  of  the  main 
targets  of  his  stories. 

Adams  said  the  company 
may  consider  his  biased 
reporting,  and  the  risk  of  a 
libel  suit,  when  it  looks  at 
renewing  his  policy. 

“To  them,  that’s  a  risk,” 
Adams  said.  “When  he 
comes  up  for  renewal,  it 
could  be  a  consideration. 
You  don’t  want  that  when 
you’re  talking  about  mil¬ 
lions  of  dollars.” 

—  Randy  Dotinga 


are  in  the  pjsition  to  be  sued.” 

Tash  agreed.  “I  don’t  think  they  had  any  real 
appreciation  of  what  my  job  is,”  he  said.  “No  one 
bothered  to  find  out  exactly  what  I  do,  which  is 
important  as  far  as  whether  I’d  be  at  risk  for  being 
sued.” 

Several  experts  in  libel  law'  said  they  have  not 
heard  of  anyone  targeting  a  journalist’s  home- 
owner’s  insurance  in  a  libel  case. 

“The  fact  of  the  matter  is  that  libel  judgments 
go  against  the  deepest  pocket  around  . . .  and  that 
is  likely  to  be  the  corporation  that  owns  the  news¬ 
paper,”  said  Richard  Winfield,  a  New  York  City 
media  attorney. 

Spokeswomen  for  the  State  Farm  and  Farmers 
insurance  companies  said  they  have  no  qualms 
about  insuring  journalists. 

“We  are  totally  baffled,”  said  Mary  Boone  of 
State  Farm,  which  says  it  sells  a  quarter  of  the 
homeowner’s  insurance  in  the  country. 

She  said  the  company's  underwriters  told  her 
that  a  homeowner’s  liability  clause  probably 
would  not  apply  to  a  libel  suit. 

“We’ll  sell  homeowner’s  to  journalists  right  and 
left,”  she  said. 

The  Schlegels  and  the  Tashes  were  able  to  find 
other  insurers,  but  only  after  a  frantic  search. 

Joe  Tash  had  to  wait  weeks  for  the  refund  of  his 
canceled  insurance  policy.  And  he  won’t  be  pick¬ 
ing  up  any  free  maps  at  the  local  AAA  office.  He 
canceled  his  membership.  ■ 


September  13, 1997 


http://www.mediainfo.cam 


Editor  &  PuBUSHER 


nOCKQUOTES 


E6^P  Newspaper  Stocks 

(weekly  stock  prices  of  public  companies 
with  significant  newspaper  interests) 

U.S. 

9/SI/97  a/a/97 

8/7/96 

A.H.  Belo  Corp.  (NY) 

45.000 

45.750 

39.875 

American  Media  Inc.  (NY) 

8.687 

8.250 

5.125 

Central  Newspapers  Inc.  (NY) 

70.125 

71.562 

35.125 

Dow  Jones  &  Co.  Inc.  (NY) 

45.062 

43.125 

40.000 

Gannett  Co.  Inc.  (NY) 

99.312 

98.000 

67.125 

Gray  Comm.  Sys.  (NY) 

24.625 

20.437 

21.875 

Harte-Hanks  Comm.  (NY) 

31.812 

31.750 

25.875 

Hollinger  International  (NY) 

13.187 

12.437 

9.875 

Journal  Register  Co.# 

17.812 

17.375 

N/A 

Knight-Ridder  Inc.  (NY) 

52.812 

50.875 

33.500 

Lee  Enterprises  Inc.  (NY) 

26.812 

25.812 

21.000 

McClatchy  Newspapers  Inc.  (NY)***  31 .625 

33.625 

26.375 

Media  General  Inc.  (AM) 

38.937 

36.000 

31.875 

New  York  Times  Co.  (AM) 

49.187 

49.875 

30.250 

Pulitzer  Publishing  Co.  (NY)** 

54.000 

51.500 

40.875 

E.W.  Scripps  Co.  (NY) 

39.875* 

40.562* 

26.961* 

Times  Mirror  Co.  (NY) 

52.625 

52.750 

43.250 

Tribune  Co.  (NY)# 

49.937 

51.875 

35.250 

Washington  Post  Co.  (NY) 

420.500 

417.187 

322.000 

*  Adjustment  to  reflect  receipt  of  1.16  shares  of  Comcast  for  each 

share  of  E.W.  Scripps  as  of  11/13/96 

**  Adjusted  for  4-for-3  stock  split  as  of  11/1/96 

***  Adjusted  for  5-for4  stock  split 

#  Company  went  public  on  5/8/97 

Non-U.S. 

9/9/97 

8/9/97 

8/7/96 

Hollinger  Inc.  (a) 

18.225 

17.810 

13.912 

News  Corp.  Ltd.  (c) 

18.500 

18.125 

20.250 

Pearson  Ltd.  (b) 

7.460 

7.400 

6.450 

Quebecor  Inc.  Class  A  (a) 

26.350 

27.150 

21.600 

Reuters  Holdings,  ADR  (c) 

64.125 

64.812 

65.812 

Southam  Inc.  (a) 

26.050 

25.200 

16.100- 

Thomson  Corp.  (a) 

33.250 

35.200 

22.850 

Torstar  Corp.  (a) 

46.000 

47.000 

25.500 

(a)  Canadian  dollars 

(b)  British  pounds 

(c)  U.S.  dollars 

Source:  Schroder  Wertheim  &  Co.  Inc. 

FINANCIAL  BRIEFS 


Chan  sets  Seattle  strategy 

MEI-MEI  chan,  most  recently  executive  editor  of  the 
Idaho  Falls  Post  Register,  has  been  named  to  the  newly 
created  position  of  manager/strategic  initiatives  at  the  Seattle 
Times  Co. 

The  company  said  Chan  will  be  involved  in  business-side 
operations,  working  with  managers  and  employees  at  all  lev¬ 
els  to  develop  projects  and  improvements. 

With  training  manager  Alayne  Fardella,  Chan  is  institution¬ 
alizing  the  stratetic  planning  process,  creating  an  annual  cal¬ 
endar  of  key  tasks  and  integrating  with  the  Operating 
Council  pitxress.  Her  duties  also  will  include  developing  a 
career-training  program. 

She  will  initially  report  to  Jim  Schafer,  senior  vice  presi¬ 
dent/employees  resources  group,  and  Carolyn  Kelly,  senior 
vice  president/general  manager. 

Chan  also  has  been  an  editor  at  the  Chicago  Sun-Times 
and  USA  Weekend.  A  longtime  member  of  the  Asian 
American  Journalists  Association,  she  funded  its  Washington. 
D.C.,  chapter  in  1985. 

News  Corp/s  earnings  drop 

News  core  reported  fiscal  fourth-quarter  earnings 
from  operations  plunged  43%  to  $142  million,  from 
$250  million  a  year  earlier,  as  revenues  increased  8%  to  $2.7 
billion. 

Rupert  Murdoch’s  global  media  company,  which  owns  the 
Neu'  York  Post,  said  earnings  declined  mainly  because  of  the 
HarperCollins  book  publishing  unit  and  two  expensive  but 
unsuccessful  Hollywood  movies. 

The  Australian-based  company  stated  that  its  television  and 
newspaper  businesses  reported  solid  results  during  the 
recent  quarter. 

Southam  plans 
national  launch 

TORONTO-BASED  SOU'FHAM  Inc.  is  planning  to  launch  a 
national  Canadian  newspaper  in  the  spring  of  1998. 
Media  baron  Conrad  Black,  who  owns  about  59%  of 
Southam  through  Hollinger  Inc.,  is  attempting  to  spread  his 
empire  to  Toronto  —  Canada’s  largest  city  and  the  home  of 
four  other  dailies. 

Plans  call  for  the  broadsheet  to  emphasize  business  cover¬ 
age,  putting  it  up  against  Sun  Media’s  Financial  Post  and 
I  Thomson’s  Globe  and  Mail. 

INFE  goes  silver 

O  COMMEMORATE  ITS  50th  anniversary,  the 
International  Newspaper  Financial  Executives  has  pub- 
i  lished  a  72-page  history  of  itself.  Looking  Back  to  Our 
i  Future. 

I  The  Sterling,  Va.-based  organization  also  recently  added  a 
:  job  search  feature  to  its  Web  site,  available  only  to  members. 

I  It  lists  financial  positions  at  member  newspapers  across  the 
I  country'. 
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A  shining  TMC,  Star  Watch  focuses  on  the 
biggest  and  brightest  names  in 
entertainment.  With  75  broadsheet 
columns  of  material  each  week.  Star  Watch 
is  read  by  75%  of  the  households  where  it 
is  delivered.  Designed  for  both  large  and 
small  papers.  Prices  start  at  $199  a  week. 


Three  hard-hitting 
publications  reaching  new  groups 
of  readers  and  riew  acJvertisers. 

Edit  that  topples  the 
competition. 

•  Easy^cnead  features 

■  Easytoedit  pages 

■  Easyto^brTTiat  publicatkxTS 

The  choice  in  over  60  markets,  with 
circulations  from  5,000  to  350,000. 
Nearly  4  million  total  circulatkxi. 

Our  fancy  footwork  makes 
you  the  champion. 

Seaions  are  fully  paginated  and 
edited.  Available  digitally  or 
negativesAreloxes . 

Call  Jim  Hollis  at 

1-800457-1156 


A  fast-paced 
entertainment 
sertion,  SpotLight  is 
designed  for  daily 
and  weekly 
newspapers  with  less 
than  50,000 
circulation.  Each 
week  SpotLight 
contains  42  columns 
of  interesting  stories, 
columns,  features 
and  photographs. 
Prices  start  at 
$129  a  week. 


Frimidly 


A  monthly  tabloid  aimed  at  older  adults. 
Prime  Times  is  packed  with  information  on 
living  in  the  prime  of  life.  Suitable  as  a 
section  within  your  newspaper  or  as  a 
stand-alone  rack  product. 
Prices  start  at  $129  a  month, 
with  50  columns  of  editorial  material. 


\r 

^!!?!!!^ 

BY  M.L.  STEIN 


Judge  Orders 
Files  Unsealed 


The  media  won  a 

major  court  battle 
when  a  California 
judge  ordered  the 
unsealing  of  briefs  of 
grand  jury  testimony  from  the 
1994  Orange  County  bankruptcy, 
which  caused  $  1 .64  billion  in  loss¬ 
es  to  cities,  schools  and  county 
agencies.  It  was  the  largest  municipal  bankruptcy  Meanwl 
in  the  nation’s  history.  the  rele: 

Superior  Court  Judge  David  O.  Carter  in  Santa  the  app< 
Ana  unsealed  four  briefs  filed  by  attorneys  seeking  Initial 
to  keep  secret  testimony  by  Merrill  Lynch  &  Co.  attorney 
employees,  who  claimed  prosecutors  promised  the  grar 

them  confidentiality.  switchei 

Media  and  county  civil  attorneys  contend  that  should  i 


can't  survive  “in 
a  comer,  “  judge 
unseals  grand 
jury  testimony 


OP-ED  EDITORS 

Looking 
for  Diverse 
Perspectives? 

Contact  the  Progressive  Media  Project 

The  Progressive  Media  Project  offers  commentaries  by  African  Americans, 
Latinos,  Asian  Americans,  Native  Americans,  Arab  Americans,  women,  gays  and 
lesbians.  The  Project  also  supplies  op-eds  on  domestic  and  international  issues. 

Look  for  Progressive  Media  Project  Black  Voices  columns  each  Wednesday  and 
Latino  Voices  columns  each  Thursday  on  Knight- Ridder/Tribune  News  Service. 
Project  op-eds  on  a  variety  of  topics  can  be  found  on  Knight- Ridder/Tribune  and 
Scripps  Howard  news  services. 

For  more  information  call;  Erin  Middlewood,  Editor;  Amitabh  Pal,  Associate 
Editor;  or  Catherine  Capellaro,  Outreach  Coordinator,  at  (608)  257-4626. 

Or  e-mail:  pmp@peacenet.org. 

Or  write:  Progressive  Media  Project,  409  E.  Main  St.,  Madison,  WI  53703. 

The  Progressive  Media  Project  is  underwritten  by  grants  from  the  Ford  Foundation, 
the  John  D.  and  Catherine  T.  MacArthur  Foundation,  and  the  Charles  Stewart  Mott  Foundation. 


the  district  attorney’s  $30  million 
settlement  with  Merrill  Lynch  scut¬ 
tled  chances  for  grand  jury  indict¬ 
ments  against  the  brokerage  firm, 
one  of  the  county’s  financial 
advisers  before  the  crash. 

However,  Carter’s  decision  was 
in  abeyance  as  Merrill  Lynch  attor¬ 
neys  filed  an  appeal  in  mid-August. 
Meanwhile,  District  Attorney  Michael  Capizzi  held 
the  released  transcripts  pending  the  outcome  of 
the  appeal. 

Initially,  Capizzi,  a  Republican  candidate  for  state 
attorney  general  next  year,  said  he  favored  making 
the  grand  jury  transcripts  public  but  has  since 
switched  his  stance,  arguing  that  the  records 
should  never  be  made  public.  He  is  supported  by 

-  California  Attorney 

_  Cieneral  Dan  Lungren. 

Capizzi  asserted  at  a 
press  conference  that  the 
settlement  benefited  the 
county  because  it  eliminat¬ 
ed  the  need  for  a  long  and 
costly’  criminal  trial  that 
would  probably  result  in 
only  a  fine,  anyway.  The 
county’’s  $2  billion  civil 
suit  against  Merrill  Lynch 
was  not  affected  by  the 
settlement  with  Capizzi. 

The  media  initiative  to 
make  the  documents  pub- 
*roiect  Uc  was  led  by  the  Los 

''  Angeles  Daily  Journal,  a 

Americans,  legal  affairs  newspaper, 

,  women,  gays  and  was  joined  by  the 

rnational  issues.  Associated  Press,  Long 

Beach  Press-Telegram,  Wall 
Wednesday  and  Street  Journal,  Los  Angeles 

ne  News  Service.  Times,  Bloomberg  News, 

idder/Tribune  and  Society  of  Professional 

Journalists,  Orange  County 
Press  Club,  Orange 

Pal,  Associate  County  Register,  and  the 

)  TSl -Atilt}.  California  First 

Amendment  Coalition. 

i,WI  53703. 

sented  by  Kelli  Sager,  a 
”77  prominent  Los  Angeles 

^d  Foundation,  *  ^ 

art  Mott  Foundation.  (See  Unsealed 

_  on  page  41) 
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BY  MARK  FITZGERALD 


Persuasion 
Sways  Coverage 


A  CHICAGO  Com¬ 
munity  group’s 
ambitious  pro¬ 
ject  to  lure 
reporters  away 
from  last  year’s 
Democratic  Convention  hall 
and  get  them  covering  urban 
issues  was  largely  successful, 
according  to  a  ju,st-released 
independent  assessment. 

The  Community  News  Pn^ject  (CNP)  was  a  year 
long,  well-financed  effort  to  encourage  reporters  to 
cover  stories  in  Chicago  neighborhtxxls  during  their 
convention  stay. 

CNP  distributed  thousands  of  thick  briefing 
books  with  objectively  written  backgn)und  reports 
on  more  than  20  newsworthy  topics.  Hundreds  of 
sources  ready  to  cooperate  with  reporters  were 
listed. 

Project  staffers,  several  affiliated 
with  the  Chicago-based  Commu¬ 
nity  Media  Workshop,  also  worked 
the  phones  assiduously,  calling 
news  organizations  to  learn  which 
journalists  should  be  targeted  for 
the  story  ideas. 

The  result,  according  to  the 
assessment:  “The  CNP  did,  indeed, 
have  an  impact  on  the  work  of 
reporters  who  covered  the  Demo 
cratic  National  Convention  —  that 
is,  a  number  of  stories  retrieved 
from  around  the  country  revealed 
evidence  of  the  effect  of  the  CNP 
briefing  book  and/or  contact  with 
CNP  personnel  on  many  news  sto 
ries  written  about  Chicago,  and 
more  generally  about  urban  affairs, 
during  and  after  the  convention  ” 

In  fact,  the  report  says,  the 
Chicago  project  could  be  used  as  a 
model  for  nonprofit  groups 
throughout  the  country  who  are 
seeking  publicity  for  their  work. 

“The  most  basic  lesson  of  the 
assessment  is  that  community 
groups  and  associations  can  have  a 
greater  voice  in  the  mass-mediated 
dialogue  on  issues  of  concern  to 
them  —  but  only  if  they  learn  how 
to  communicate  in  ways  that  jour¬ 
nalists  understand  and  value,”  the 


report  says. 

Journalists  interviewed  by 
the  assessment  team  said  the 
project’s  most  important 
work  was  listing  sources  and 
preparing  impartial  back¬ 
ground  briefings. 

The  assessment,  which 
itself  was  financed  by  the 
Pew  Charitable  Trusts,  notes 
that  the  pntject  was  not  cheap:  Community  Media 
Workshop  raised  $280,000  to  operate  the  yearlong 
effort. 

And  the  project  was  hampered  in  some  unex¬ 
pected  ways.  The  thinking  had  been  that  the  15,000 
journalists  credentialed  for  the  convention  would 
quickly  become  bored  by  what  amounted  to  a  coro¬ 
nation  for  President  Bill  Clinton.  But  then  the  Dick 
(See  CNP  on  page  40) 


June  1997 

The  Santa  Fe  Reporter 

Santa  Fe,  New  Mexico 

has  been  acquired  by 

The  Reporter  Acquisition  Company 

a  wholly-owned  subsidiary  of 

City  of  Roses  Newspaper  Company 
publishers  of 

Willamette  Week 
Portland,  Oregon 

AdMedia  Partners,  Inc.  initiated  this  transaction, 
assisted  in  the  negotiations  and  acted  as  financial  advisor  to 

Santa  Fe  Reporter,  Inc. 


AdMedia  Partners^  Inc. 

Investment  Bankers  and  Strategic  Advisors  to  the 
Media.  Advertising  and  Marketing  Services  Industries 

Robert  Garrett  Charles  I.  Wrubel 

President  Managing  Director 

866  Third  Avenue,  26"*  Floor,  New  York,  NY  10022 
Telephone:  (212)  759-1870  •  Facsimile:  (212)  888-4960 
E-mail:  info@admediapartners.com 


Chicago  efforts  lured 
reporters  at  the 
Democratic  Convention 
to  stories  about  the  city 
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NEWSPEOPLE  IN  THE  NEWS 


t OMPll.KI)  UY  IAN  K.  VNDKRSON 


a  advertising  to 
national  and 
regional  retailers 
and  others. 

CHAItLES 
HOWE,  48,  for¬ 
merly  with  GNNS, 
was  appointed  a 
KEKNEY  Vice  president  of 

the  retail  advertis¬ 
ing  group. 

DEBORAH  GATES,  46,  TAMMIS 
THARP,  45,  and  DENISE  THOMP¬ 
SON,  46,  all  formerly'  with  GNNS,  were 
named  sales  directors  of  the  retail  adver¬ 
tising  group  at  Gannett. 

CHRISTOPHER  R.  FREY,  43,  region¬ 
al  sales  manager  for  Gannett  National  \  DAVID  MOSESSO,  publisher  at  the 
Newspaper  Sales  (GNNS),  has  been  j  Searcy,  Ark.,  D«i/v  Citizen,  has  been 
named  a  director  of  advertising  develop-  j  appointed  publisher  at  the  Russellville, 
ment  in  Gannett  Co.  Inc.’s  newspaper  i  Aric.,  Courier  and  group  publisher  for 
division  and  a  vice  president  of  the  |  Paxton  Media  Group’s  Arkansas  papers. 
Gannett  Retail  Advertising  Group,  which  i 

represents  the  company’s  newspapers,  j  MARVIN  ENDERLE,  general  manager 
other  than  USA  Today,  in  the  sales  of  i  at  the  Richmond  County  Daily 

-  Journal,  R(x:kingham,  N.C.,  has  been 

named  publisher  at  the  Monroe,  N.C., 

" — ■" — ^  I  Enquirer-Journal. 


BENJAMIN  TAY¬ 
LOR,  new  prod¬ 
ucts  leader  in 
charge  of  develop¬ 
ing  content  for 
new  publications 
at  the  Minneapolis 
Star  Tribune,  has 
been  appointed 
vice  president  of 
product  integration. 


BENJAMIS  TAYLOR 


WnjJAM  OVEREND 


LYimiR.  ROBERTS 


TERRENCE  A.  KENNEY,  formerly' 
assistant  general  manager  of  Journal  tele¬ 
marketing  at  the  Providence  Journal 
Co.,  Providence,  R.I.,  has  been  appoint¬ 
ed  Journal  telemariceting  director. 


WILLIAM  OVEREND,  city  editor  at 
the  Los  Angeles  rimes’ Ventura  County' 
edition,  has  been  named  editor  of  the 
edition. 

DOUG  ADRIANSON,  an  assistant 
editor  in  the  life  &  style  section,  was 
appointed  editorial  page  editor  of  the 
Ventura  County  editkm. 


LYNN  M.  ROBERTS,  assistant  manag¬ 
ing  editor  at  the  Chicago  Sun-Times,  has 
been  named  Chicago  bureau  manager 
for  PR  Newswire. 


SUSAN  WATTS,  a  photographer  at  the 
New  York  Daily  News,  has  been  elected 
president  of  the  New  York  Press 
Photographers  Association. 


EVERETTE  E.  DENNN,  senior  vice 
president  at  the  Freedom  Forum,  has 
been  named  distinguished  professor  of 
communication  and  media  industries  at 
Fordham’s  Graduate  School  of  Business 
at  Lincoln  Center,  N.Y,  and  concurrently, 
founding  president  of  the  American 
Academy  in  Berlin,  whose  administrative 
offices  are  also  in  New  York. 


T)en^ 


USMedia  Group,  Inc. 

has  agreed  to  sell 

McCook  (NE)  Daily  Gazette,  Marshall  (MO)  Democrat-News, 
LeMars  (lA)  Daily  Sentinel,  Nevada  (MO)  Daily  Mail/Herald, 
Mountain  Home  (ID)  News,  Carroll  County  (AR)  Newspapers 

(Combined  22,000  daily  and  90,000  weekly  circulation) 


LYNN  DICKERSON,  president  and 
publisher  at  the  Wichita  Falls  Times 
Record  News,  has  been  appointed  to  the 
board  of  directors  of  the  Texas  Daily 
Newspaper  Association. 


Concord  Publishing  House 

a  wholly  owned  subsidiary  of  Rust  Communications 
of  Cape  Girardeau,  MO 

We  are  proud  to  have  represented 
USMedia  Group,  Inc.  in  this  transaction. 

Dirks,  Van  Essen  &  Associates 

1 19  East  Marcy  St.  -  Suite  100,  Seinta  Fe.  NM  87501 

(505)  820-2700 


ROBERT  SUSSI,  a  shopper  industry 
veteran,  has  been  named  general  manag¬ 
er  of  Results  Media,  a  Long  Island,  N.Y, 
shopper  publication  with  weekly  circu¬ 
lation  of  more  than  525,(X)0  papers. 


COLLEEN  C.  CONANT,  editor  at  the 
Naples  (Fla.)  Daily  News,  was  named 
vice  president  and  executive  editor  at 
the  Boulder,  Colo., Camera. 
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BY  JOHN  SULLIVAN 


$1  Billion 
Jewel  In  Play 


OWLES  MEDIA  CO.,  publisher  of  the 
Minneapolis,  Minn.,  Star  Tribune,  is 
evaluating  any  and  all  “strategic  alter¬ 
natives”  with  other  U.S  media-based 
firms. 

At  the  request  of  the  Cowles  Family 
Voting  Trust,  which  controls  56%  of  the  company’s 
voting  shares,  the  company’s  board  said  it  is  review¬ 
ing  a  wide  range  of  options,  from  no  change  to  an 
outright  sale. 

The  purchase  price  some  analysts  centered  on 
was  $1  billion.  Robert  G.  Picard,  a  professor  of 
communications  specializing 
otdf  lriUUn6  newspaper  economics  at 
California  State  University, 

owner  explores  Fullerton,  was  not  surprised  at 

the  figure,  given  the  prices 

all  options;  sale  chains  have  paid  in  the  past 

year  for  strong  newspapers. 
could  fetch  Cowles  operates  four  busi¬ 
ness  segments:  Cowles  Media, 
$1  billion  which  has  the  Star  Tribune, 
_  an  online  service,  and  the  Buy¬ 
ers  Edge  alternate  delivery 
company;  Cowles  Enthusiast  Media,  which  publishes 
26  specialty  magazines;  Cowles  Business  Media, 
which  publishes  business  and  marketing  peritxlicals; 
and  Cowles  Creative  Publishing,  which  publishes 
books  on  home  repair,  home  arts  and  the  outdoors. 

But  with  80%)  of  major  U  S.  newspapers  owned 
by  chains,  it  is  Cowles’  crown  jewel,  the  Star  Tri¬ 
bune,  with  daily  circulation  of  387,300,  673,000 
Sunday,  that  is  expected  to  attract  the  most  interest. 

Washington  Post  Co.,  already  with  a  28.4%  equity 
stake  and  significant  voting  stake,  was  considered  the 
obvious  front  runner,  should  the  company  go  up  for 
bid.  But  Picard  said  there’s  no  guarantee  it  will  win 


$29.5  million.  First-quarter  fiscal  1998  net  earnings 
rose  76%  to  $  10.9  million,  while  revenues  gained  1% 
to  $127.9  million. 

The  flagship  Star  Tribune  continues  to  compete 
against  Knight-Ridder’s  St.  Paul  Pioneer  Press.  And 
Lanny  Baker,  a  newspaper  analyst  for  Salomon  Broth¬ 
ers,  said  the  Twin  Cities  region  remains  a  tough  mar¬ 
ket. 

“Both  newspapers  view  the  suburbs  as  suburbs 
where  they  ought  to  be  circulating,”  says  Baker.  “So 
1  think  there’s  some  pretty  high  chum  as  they  fight 
each  other  back  and  forth.” 

With  the  Star  Tribune  as  one  of  the  last  of  the 
large,  quality  newspapers  not  owned  by  a  newspa¬ 
per  chain,  Picard  ran  thmugh  a  quick  list  of  poten¬ 
tial  buyers. 

Since  Knight-Ridder  ux)k  itself  out  of  the  run¬ 
ning,  citing  antitrust  problems,  Picard  thinks  Gan- 
nett,Tribune,  A.H.  Belo,Times  Mirror,  American  Pub¬ 
lishing  and  possibly  Media  General  may  show  inter¬ 
est. 

Already  one  local  company  is  seriously  thinking 
about  it.  Vance  Opperman,  president  and  CEO  of 
Mirmeapolis-based  Key  Investment  Inc.,  who  sold 
legal  publisher  West  Publishing  Co.  to  Thomson 
Corp.  for  $3-4  billion  in  1996,  has  publicly 
expressed  interest  in  Cowles. 

The  key  reason  the  family  trust,  which  last  year 
Cowles  directors  extended  through  the  year  2010, 
decided  to  pursue  other  options  was  the  advantage 
of  being  part  of  a  larger  organization. 

“As  longtime  owners,  we  appreciate  the  impor¬ 
tance  of  maintaining  a  vibrant  Star  Tribune  for  the 
community,”  said  trustee  Jay  Cowles. 

"We  decided  to  pursue  strategic  alternatives 
because  we  believe  future  success  in  the  media 
industry  may  come  to  more  broadly  based  organiza- 


the  prize. 

Washington  Post  Co.,  with 
only  two  dailies,  “is  not  a  great 
acquirer  of  newspapers  and 
may  not,  in  fact,  be  interested 
in  operating  it,”  said  Picard.  He 
suggested  that  the  equity  it  has 
held  in  Cowles  since  1985  may 
only  be  for  investment  —  and 
not  acquisition  —  purposes. 

As  expected,  part  of  the 
appeal  is  that  the  company’s 
overall  financial  numbers  are 
solid.  Cowles’  fiscal  1997  rev¬ 
enues  were  $517  million,  up 
5%,  as  net  earnings  rose  20%  to 


COWLES  MEDIA  CO. 

♦  Established:  1935 

♦  Headquarters:  Minneapolis, 
Minn. 

♦  President/CEO:  David  C.  Cox 

♦  Fiscal  1997  revenues: 

$517  million 

♦  Fiscal  1997  net  earnings: 
$29.4  million 

♦  Flagship:  Star  Tribune 
(daily  circulation  387,3(X)) 

♦  Employees:  3,400 
(2,7(X)  at  Star  Tribune) 


tions.” 

The  Star  Tribune  reported 
that  more  than  50%  of  the 
newspaper’s  2,700  employees 
are  members  of  nine  different 
unions.  Officers  of  the  News¬ 
paper  Guild  in  the  Twin  Cities 
planned  meetings  to  discuss 
the  impact  a  sale  would  have 
on  jobs. 

Cowles’  spokesman  Franklin 
Parisi  said  the  company  has  no 
time  frame  to  decide  its  next 
move.  It  has  retained  invest¬ 
ment  bankers  Goldman.  Sachs 
to  assist  in  planning.  ■ 
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MARKETING 


Giishinf*  in  favor  or 
adamant  against, 
newspaper  folks  feel 
strongly  about  selling 
‘sacred  space' 


BY  DORI  PERRUCCI 


Not  All  Sold 
On  Page  One  Ads 


the  newspaper.  I  don’t  blame 
ad  departments  for  trying  to 
sell  the  front  page,  but  it's  up 
|■■■||||^^  to  editors  and  newsrooms  to 

ask, ‘Is  this  appropriate?’  ” 

At  the  Herald  Bulletin  in 
Anderson,  Ind.,  the  editorial 
|■||||■^^^^^|  staff  recommended  that  the 
paper  consider  running  front¬ 
page  ads,  said  Connie  Alexander,  the  paper’s  adver¬ 
tising  manager.  Ads,  sized  at  three  columns  by  two 
inches,  have  been  running  at  the  bottom  of  Page 
One  since  mid-May,  following  a  decision  by 
Thomson  Newspapers  to  open  up  the  front  page 
to  advertisers. 

The  Bulletin's  Page  One  sold  out  for  the  rest  of 
the  year  in  two  hours,  said  Alexander,  despite  the 
fact  that  rates  are  three  times  regular  ROP  and 
advertisers  must  sign  13-week  contracts. 

The  issue  has  divided  the  industry,  largely  along 
departmental  lines.  Simply  put:  Ad  people  love  it. 
Journalists  hate  it. 

The  migration  of  display  ads  to  front  pages  “has 
begun  to  blur  the  distinction  between  news  and 
advertising,”  said  Bill  Kovach,  who  heads  the 
Nieman  Foundation  for  Journalism  at  Harvard 
University.  Kovach,  former  editor  of  the  Atlanta 
Journal  and  Constitution,  said  he  wasn’t  surprised 
to  hear  “that  Page  One  is  up  for  sale  now.” 

Since  the  advent  of  island  ads  on  stock  pages  in 
the  1980s  and  rapid  technological  change,  “the 


The  decision  by 

Thomson 
Newspapers  to 
allow  sizable  dis- 
play  advertising  on 
Page  One  of  all  70  of  its  U.S. 
and  Canadian  papers  is  gener- 
ating  enough  controversy  to 
last  into  the  21st  century. 

“I  think  it’s  a  horrible  idea,”  said  Sandra  Mims 
Rowe,  editor  of  the  Portland  Oregonian.  “As  a 
newspaper  person,  I  don’t  think  it  is  appropriate  to 
run  ads  on  the  front  page,”  said  Rowe,  who  is  also 
president  of  the  American  Society  of  Newspaper 
Editors  (ASNE)  and  a  member  of  the  Pulitzer  Prize 
board. 

“Every  part  of  the  world  has  its  press  traditions, 
but  in  the  United  States,  our  tradition  is  that  we  do 
not  sell  the  front  page,  and  I  think  that’s  a  good  tra¬ 
dition  to  uphold,”  Rowe  said,  adding  that  newspa¬ 
pers  have  plenty  of  other  opportunities  to  make 
money  through  traditional  advertising  in  traditional 
venues  —  retail,  national,  and  classified  —  as  well 
as  emerging  markets  such  as  online  media. 

She  appreciates,  however,  the  enormous  appeal 
the  front  page  holds  for  advertisers. 

“Who  wouldn’t  want  to  buy  the  respect  and 
power  and  visibility  ”  that  the  front  page  offers?  she 
asked,  answering:  "That  is  precisely  why  papers 
should  not  sell  the  front  page  as  an  advertising 
opportunity.  It  needs  to  state  the  news  values  of 
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entry  of  market  forces  into  journalism 
has  become  a  key  determining  focus  in 
what  constitutes  the  news,”  he  said. 

Historically,  said  Kovach,  newspajiers 
mixed  advertising  and  news  on  the 
front  page  all  the  time.  At  the  turn  of 
the  century,  however,  to  signal  their 
independence  from  both  advertisers  as 
well  as  the  political  parties  that  funded 
newspapers,  ads  moved  off  the  front 
page,  said  Kovach.  With  Thomson’s  deci¬ 
sion  —  and  others  soon  to  follow,  he 
predicted  —  “it  seems  we’ve  gone  back¬ 
wards.” 

The  competitive  pressures  facing 
newspapers  today  have  contributed  to 
“our  very  inability  to  find  balance”  in 
reporting  the  news,  said  Kovach.  “There 
is  a  concern  that  we  journalists  have 
begun  to  lose  our  way.  The  public  is 
confused  about  what  is  ‘infotainment’ 
and  what  is  journalism  —  and  why 
should  1  care?” 

Last  summer,  Kovach  lobbied  several 
journalists  about  the  idea  of  reviving  the 

“Every  part  of  the  world 
has  its  press  traditions, 
but  in  the  United  States, 
our  tradition  is  that  we  do 
not  sell  the  front  page, 
and  I  think  that’s  a  good 
tradition  to  uphold” 

—  Sandra  Mims  Rowe,  editor, 
the  Oregonian,  president,  ASNE 

spirit  of  the  Hutchins  Commission, 
which  met  in  1947  to  study  freedom  of 
the  press.  This  time,  however,  what  jour¬ 
nalists  need  to  address  are  the  business 
pressures  facing  newspapers.  The  first 
of  eight  public  forums  is  scheduled  for 
November,  at  Northwestern’s  MedUl 
School  of  Journalism. 

Front-page  advertising  is  merely  the 
latest  form  of  franchise  positioning,  said 
Jerome  Tilis,  vice  president  for  market¬ 
ing  at  Knight-Ridder,  the  nation’s  se¬ 
cond-largest  newspaper  publisher.  Such 
advertising  can  appear  anywhere  in  the 
paper  but  is  designed  to  go  with  rele¬ 
vant  editorial  content,  because,Tilis  said, 
“You  want  readers  to  see  a  logical  tie.” 

In  the  mid-«Os,  Tilis  chaired  an  indus¬ 
try  committee  on  advertising  pricing 
and  policy  that  urged  newspapers  to 
create  island  ads  in  sports  and  stock 
pages.  The  idea  has  been  adopted  by 


sales  force  automation 


Call  for/brochure 

800.874.8798  ext.48 


most  papers,  but  critics  say  island  ads 
have  opened  the  door  to  increased  dis¬ 
play  advertising  in  editorial  space. 

The  front  page,  however,  is  “sacred 
space,”  stressed  Tilis.  “As  much  as  I  am 
interested  in  creating  new  opportunities 
for  advertisers,  there’s  only  one  Page 
One,”  he  said.  To  put  agate  ads  on  the 
bottom  of  the  front  page,  like  the  New 
York  Times  and  many  others  have  done 


for  years,  is  one  thing,  but  display  ads 
are  entirely  different,Tilis  said. 

Ads  on  Page  One  are  essentially  coun¬ 
terproductive,  he  explained.  If  you  use 
the  front  page  to  “give  the  best  possible 
presentation  of  the  news,  you  generate 
more  readership,  and  that  generates 
more  benefit  for  the  advertiser,”  he  rea- 
st)ned.  “I’d  rather  grow  the  whole  tree 
than  latch  onto  one  branch.” 
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“Our  fn)nt  page  is  not  for  sale,”  said 
Lori  Perrone,  display  advertising  manag¬ 
er  of  the  Haverhill  (Mass.)  Gazette.  The 
one  column-by- 1.5-inch  ads  appearing 
atop  the  front  page  since  February  are 
“very  small  and  inconspicuous”  and  look 
a  lot  like  the  editorial  “sky  boxes”  com¬ 
monly  used  to  promote  editorial  con¬ 
tent  inside. 

Although  the  paper  doesn’t  have  a 
reservation  list  for  Page  One,  she  said, 
“We  are  fairly  booked  up.” 

Prior  to  the  redesign  in  February,  the 
Gazette  had  slipped  from  9,348  daily 
paid  circulation  to  8,497  by  March  31, 
according  to  the  Audit  Bureau  of 
Circulations.  Since  then,  said  publisher 
James  Normandin,  circulation  has 
climbed  to  nearly  10,000.  The  marketing 
of  “franchise  positions”  thniughout  the 
paper  has  generated  an  additional 
$37,000  in  revenue. 

“In  today’s  advertising  environment, 
this  is  a  distinct  way  to  position  yourself 
above  the  competition.  It’s  not  a  new 
concept.” 

What  is  new,  he  pointed  out,  is  a  sell¬ 
ing  philosophy  that  offers  advertisers 
rates  25%  to  50%  above  regular  ROP, 
based  on  position,  not  size.  In  addition 
to  Page  One,  franchise  positions  are 
offered  on  pages  2  and  3,  the  back  of 
the  A  section,  and  fronts  of  sports  and 
lifestyle  sections. 

The  redesign  was  intended  “to  make 
the  paper  very,  very  interactive  with  our 
readers  and  advertisers.”  Normandin 
said  he  is  pleased  by  the  results. 

The  Pulitzer  community  papers  have 
not  created  a  companywide  mandate, 
however. 

“Pulitzer  does  not  put  out  edicts  to  its 
newspapers,”  said  Thomas  Jackson,  exec¬ 
utive  vice  president  for  the  gn)up.  “Tliis 
was  an  idea  that  [Normandin]  presented 
that  worked  for  him.  It’s  a  different  kind 
of  concept,  just  another  idea,  like  sky 
boxes  that  have  run  in  papers  like  USA 
Today  for  years.” 

He  was  surprised,  however,  to  hear 
about  the  size  of  the  ads  that  Thomson 
papers  were  running  on  Page  One.  “I 
don’t  think  we  would  consider”  doing 
anything  similar,  he  said. 
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BY  DORI PERRUCCI 

On  Second  Thought 
. . .  Maybe  Not 


PAUL  SENFT  LIKED  the  idea  of 
running  front-page  advertising  — 
until  he  got  back  home  and  dis¬ 
cussed  it  with  his  news  staff 

“They  objected,  so  we  backed  away 
from  the  front  page,  and  section  fronts, 
too,”  said  Senft,  publisher  of  Pulitzer 
Publishing’s  De  Kalb,  Ill., 

Chronicle  (circulation  10,713  daily, 

1 1  ,f)00  Sunday). 

The  paper  canceled  plans  to  run  its 
first  Page  One  ad,  a  one  column-by- 
three-inch  number  planned  to  run 
below  the  nameplate,  at  twice  the  regu¬ 
lar  price,  on  Sept.  7. 

A  week  earlier, 

Senft  had  attended  a 
corporate  retreat 
where  Pulitzer 
Community  News¬ 
papers  executives 
shared  advertising 
“success  stories.”  He  was  impressed 
with  the  presentation  given  by  publish¬ 
er  James  Normandin  of  the  Haverhill 
(Mass.)  Gazette. 

Normandin’s  strategy,  “to  use  the  edi¬ 
torial  environment  to  maximize  visibility 
for  ads,”  has  generated  enormous  results 
following  a  redesign  of  the  paper  in 
February  that  allows  the  ad  department 
to  sell  franchise  positions,  including  the 
front-page,  to  advertisers. 

The  Tuesday  following  the  retreat, 
Senft  called  his  ad  manager,Jim  Horn, 
and  John  Secor,  managing  editor,  to  a 
meeting  to  announce  his  decision  — 
Senft  called  it  a  “discussion”  —  to  run 
front-page  advertising. 

Horn  was  overjoyed.  He  had  been 
pushing  for  franchise  positioning  for  a 
while,  he  said.  The  paper  occasionally 
ran  front-page  ads  until  five  or  six  years 
ago,  he  said,  “but  there  was  very  little 
interest  in  them  at  the  time,  except  dur¬ 
ing  political  elections.”  It  took  his  staff 
all  of  one  hour  to  sell  the  first  front¬ 
page  ad  the  next  day,  to  a  local  retailer. 

A  dismal  Secor  returned  to  the  news¬ 
room  thinking,  he  said,  “Is  this  the  begin¬ 
ning  of  the  end?  Are  we  going  to  have 
to  write  advertorials  next?” 


Secor  met  with  the  paper’s  two  other 
editors  and  four  reporters.  “I  told  my 
staff  we  should  object,”  he  said. 

In  an  intt  rview  he  said,  “I  understand 
we’re  accountable  to  the  company’s 
stockholders,  but  there  is  a  line,  and  you 
can’t  just  cnjss  it.  Page  One  is  the  num¬ 
ber  one  sacfcd  place  where  ads  should 
not  be.” 

The  next  day,  Senft  met  with  the 
news  staff  and  said  the  Chronicle  would 
run  no  ads  on  either  the  front  page  or 
section  fronts. 

In  an  interview,  Senft  characterized 
his  meeting  with 
Horn  and  Secor  as  “a 
discussion.  One  per¬ 
son  on  our  staff  over¬ 
reacted  without 
checking  it  out.  They 
thought  we  were 
going  to  start  mixing 
advertising  and  news.” 

The  paper  will,  however,  start  selling 
franchise  positioning,  he  told  the  news 
staff,  “but  limit  it  to  sports  agate  pages, 
health,  and  inside  theme  pages.” 

Senft  said  he  was  impressed  by  staff 
reaction.  “There  was  no  arrogance. 
They’re  that  committed  to  quality 
reporting.  We  had  a  very  weak  paper  for 
years.” 

With  the  sale  last  summer  to  Pulitzer 
in  the  highly  competitive  Chicago  mar¬ 
ket,  he  said,  “We’ve  been  moving  in  the 
right  direction.  I  didn’t  want  to  do  any¬ 
thing  to  affect  that.” 

“We  re  very  happy  with  our  publish¬ 
er,”  said  Toby  Cotter,  the  paper’s  court 
reporter.  “He  listened.  When  he  dis¬ 
cussed  the  idea  of  front-page  advertis¬ 
ing,  we  asked: ‘Is  this  a  quick  fix  or  is  it 
forever?’  and  he  said  quick  fix.  But  our 
city  editor,  Jim  Bender,  said  it  wouldn’t 
be  a  quick  fix  at  all.  It  would  have  a 
long-term  impact.” 

After  all,  said  the  24-year-old  young 
reporter,  “The  front  page  is  the  first 
thing  the  reader  sees.  You  would  be  sac¬ 
rificing  your  most  valuable  resource. 
Isn’t  it  content  that  should  drive  the 
front  page?” 


'Tage  One  is  the 
number  one 
sacred  place  where 
ads  should  not  be"' 
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ADVERnSING... 


you’ve  certainly  discussed  and  debated  the  merits 
and  faults  of  some  of  these  topics.  Others,  like 
interactive  direct  response  and  intermercials  might  not 
be  as  familiar  to  you.  But  they  are  all  significant, 
because  advertising  revenue  is  your  bread  and  butter. 

This  conference  will  supply  you  with  the  facts,  formu¬ 
las  and  approaches  necessary  to  turn  your  red  figures  to 
black,  and  your  black  figures  to  bold.  The  first  day’s 
general  sessions  will  be  devoted  to  the  topic  of  adver¬ 
tising  starting  with  a  keynote  address  by:  G.  M. 
O’Connell,  President  &  Chief  Operating  Officer,  TN 
Technologies  Inc.  /  Co-Founder,  Modem  Media. 

For  more  information  on  what  will  take  place  on  the 
subsequent  days  of  the  conference  ...  keep  watch  for 
upcoming  Interactive  Newspaper  "98  advertisements 
in  E&P  magazine.  Or  if  you  can’t  wait  for  all  of  the 
exciting  details,  contact  us  to  receive  a  brochure  that 
includes  a  complete  program,  and  information  on  all 
the  highlights  of  the  conference. 


•mlF "  Interactive 
VoUNewspapers 

...  Settins  Our  Sites  on  the  Future 

February  4  -  7, 1998 

Sheraton  Seattle  Hotel  &  Towers,  Seattle  WA 

Michael  Troxler,  E&P,  1 1  W.  St,  NY,  NY  10011-4234 
•  212-675-4380  ext.285  •  Fax:  212-929-1894 
•  E-mail:  michaelt(ffimediainfo.com 
•  Web  site:  www.mediainfo.com 
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TECHNOLOGY 


BY  MARK  FITZGERALD 


Product  News 
From  Print  97 


PRINT  97, THE  big 

commercial  printing 
show  that  ran  for 
eight  days  in  Chicago, 
demonstrated  again 
how  newspapers  and  commer¬ 
cial  printers  are  converging. 

From  prepress  systems  to 
plates  to  press,  many  of  the  offer¬ 
ings  incorporated  developments 
the  newspaper  industry  will  want 
to  keep  its  eye  on  —  and  many  are  available  for 
use  now. 

Just  as  important  were  the  many  strategic 
alliances  formalized  at  the  sprawling  show. 

What  follows  are  products  and  developments 
that  deserve  the  newspaper  industry’s  attention: 

GOSS  GRAPHIC  SYSTEMS 

Four  times  a  day  during  the  show,  selected  con¬ 
vention  goers  arrived  at  the  Goss  booth,  identified 
themselves  to  a  doorman  and  crowded  into  a 
small  room  that  was  bathed  in  pink  light.  As  they 
waited  for  a  gauzy  curtain  to  part,  the  whole  scene 
had  the  whiff  of  something  illicit. 

What  Goss  was  showing  to  the  trade  press  and 
certain  customers 
was  the  prototype 
of  a  digital  offset 
web  press  that  uses 
traditional  offset 
inks,  papers  and 
other  material. 

Goss  calls  the 
press  ADOPT/CP, 
for  Advanced 
Digital  Offset 
Printing  Techno¬ 
logies  Concept 
Press,  and  hopes 
to  have  it  ready  as 
a  product  by 
Drupa  2000. 

ADOPT/CP  has 
an  unusual  can¬ 
tilevered  profile 
and  is  open  at  one 
end  to  allow  oper¬ 
ators  to  take 
sleeves  off  the 
plate  and  blanket 
cylinders. 


The  plate  cylinder’s  fiberglass 
shell  or  sleeve  has  a  nickel<rys- 
tal  coating  that  can  be  digitally 
imaged,  erased  and  reimaged.  A 
computer-controlled  copper 
solution  is  used  to  write  a  cop¬ 
per  image  on  the  plate  cylinder 
sleeve.  All  elements  of  the  digital 
press  are  nontoxic,  Goss  said. 

At  the  presentation  Goss  said 
the  cylinders  have  run  50,0{X) 
copies  with  no  deterioration  of  image,  and  that 
other  tests  indicate  runs  of  a  “few  hundred  thou¬ 
sand”  are  ptossible. 

“We  don’t  see  any  top  limit,”  a  Goss  demonstra¬ 
tor  said. 

All  reimaging  is  done  off-press,  so  ADOPT/CP  is 
not  a  variable  data  digital  press. 

Though  removing  and  replacing  the  sleeves  is 
literally  a  matter  of  a  few  seconds,  erasing  and 
imaging  takes  1 3  to  15  minutes,  Goss  says. 

Cylinders  are  not  only  shaftless,  they  are  gear¬ 
less  and  gapless.  At  one  demonstration,  the  press 
ran  remarkably  quietly.  The  cylinder  arrangement 
also  permits  a  variable  cutoff  of  plus  or  minus  one 
inch  by  using  thicker  or  thinner  cylinder  shells. 

The  Goss  digital  press  was  also  the  first  demon¬ 
stration  of  the  company’s  single-fluid  lithographic 
system,  in  which  ink  and  water  are  mixed  in  a 
compact  unit  on  the  press,  fed  into  the  inking 
roller  train,  and  then  separated  at  the  last  roller  of 
the  inking  train  with  a  shearing  action  that  allows 
image  and  nonimage  areas  to  take  up  ink  and 
water  in  the  normal  way. 


Goss  demonstrated  single-fluid  lithography  on  its  prototype  digital 
press  with  variable  cutoff  and  gapless,  reimagible  sleeves. 


Digital  web 
press  prototype, 
CTP  advances, 
strategic  alliances 
dominate  huge 
Chicago  show 


If  you’re  going 
to  do  only  one 
thing,  you  better 
do  it  well. 

For  more  than  85  years  we’ve  done 
only  one  thing;  buy  and  sell  news¬ 
paper  presses.  Today  we’re  reeog- 
nized  as  the  souree  for  pre-owned 
presses  world-wide.  From  single  to 
double  width,  our  inventory  and 
singleness  of  purpose  will  make  you 
better  at  what  do. 

Call  1-800-255-6746. 

«\INLAND 

Newspaper  Machinery  Corp. 
Fax:  (913)  492-6217 
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HEIDELBERG 

Heidelberg  dominated  Print  97,  with 
a  huge  exhibition  space  that  sprawled 
over  86,000  square  feet.  Nearl>'  every 
inch  of  that  space  was  devoted  to  non¬ 
newspaper  products,  although  the  com¬ 
pany  did  introduce  the  Mercur)'  Y,  an 
extension  of  its  Mercury  and  Mercury 
V-series  presses  that  have  an  installed 
base  of  5,000,  including  newspapers. 

The  Mercury  Y  introduces  a  third 
printing  couple  in  each  unit,  giving  it 
two  upper  cylinders  and  therefore  sev¬ 
eral  color  configurations. 

Heidelberg  and  Eastman  Kodak  Co. 
made  news  off  the  floor,  however,  with 
the  announcement  that  their  previously 
disclosed  strategic  alliance  has  resulted 
in  a  new  joint  venture  company  that 
will  concentrate  on  developing  digital 
color  imaging  and  printing  systems. 

Like  Goss  with  its  digital  press,  the  as 
yet  unnamed  company  expects  to  show 
its  first  products  at  the  next  Drupa. 

BASYSPRINT 

Some  of  the  most  interesting 
advances  at  Print  97  were  in  the  com- 
puter-to-plate  (CTP)  area,  and  among 
those,  the  first  North  American  show¬ 
ing  of  the  BasysPrint  UV-Setter  "^10  was 
getting  a  lot  of  attention. 

“We  call  it  CTcP  —  computer  to  con¬ 
ventional  plate,”  said  Keith  Danek,  sys¬ 
tems  sales  representative  for  the 
German  company.  The  system  uses  the 
same  ultraviolet  wavelength  range  that 
exposes  plates  in  conventional  systems. 
It  claims  a  speed  of  60  newspaper 
plates  per  hour. 

U.S.  sales  of  the  system  will  be  han¬ 
dled  by  Citiplate,  the  Roslyn  Heights, 
N.Y.,  company  that  bought  the  Imperial 
line  of  offset  plates  and  plate-process¬ 
ing  chemicals  from  DuPont. 

KRAUSE  AMERICA 

Krause  America  showed  its  LaserStar 
140/T,  a  platesetter  that  has  become 
popular  among  European  newspapers 
and  is  being  tested  here. 

Print  97  was  the  first  North  American 
showing  of  the  LaserStar’s  automatic 
handling  system.  In  its  “continuous 
flow”  system,  Krause  engineer  Frithjof 
Klein  explained,  no  unit  in  the  plateset¬ 
ter  does  two  jobs  on  the  plate  so  a  new 
plate  is  loaded  as  soon  as  the  previous 
plate  moves  for  punching  and  exposure. 

Throughput  runs  120  to  140  plates 
per  hour,  Klein  said.  In  daylight  condi¬ 
tions,  the  unit  can  store  up  to  400 


newspaper  plates  and  600  in  safelight 
conditions,  he  added. 

CYMBOLIC  SCIENCES 

British  Columbia-based  Cymbolic 
Sciences  introduced  a  SCSI  interfece 
with  128-MB  RAM  buffer  and  PlateQ 
software,  which  allow  Newsjet  and 
other  Cymbolic  CTP  units  to  connect 
to  multiple  and  various  RlPs.  PlateQ 


functions  as  a  buffer  for  RlPped  pages 
or  plates  and  a  gateway  to  Cymbolic 
imagers,  directing  exposure  parameters 
and  driving  the  CTP  system. 

It  also  featured  availability  of  thermal 
plate  imaging,  showing  several  plates, 
including  DuPont’s  prtKess-free  Silver- 
lith  SDT  Units  that  switch  to  thermal 
plates  must  install  a  different  YAG  laser. 

(See  Print  on  page  40) 
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Hamill  Ousted 
From  Daily  News 


PETE  HAMILL  RESIGNED  as  editor  of 
the  Daily  News  last  Thursday  amid 
editorial  differences  between  the 
Pulitzer  Prize-winning  journalist 
and  the  paper’s  publishers. 

Since  taking  the  helm  of  the  News  in 
January',  Hamill  had  been  on  a  mission  to  refine  the 
tabloid,  steering  away  from  celebrity'  news  and  gos¬ 
sip,  and  focusing  on  coverage  of  New  York  City’s 
immigrant  communities  and  more  traditional  news. 
He  is  the  third  editor  the  paper  has  had  in  the  last 
five  years. 


The  latest 
savior  departs 
eight  months 
after  joining  Mort 
Zuckerman's 
tabloid  in  search 
of  its  soul 


Pete  Hamill  leaves  top  news 
job  vacant  at  New  York  Daily 
News. 


Hamill  often  said  he 
wanted  to  refashion  the  paper 
for  the  working  class,  similar 
to  the  News  he  remembered 
reading  while  growing  up  in 
Brooklyn.  But  conflicts 
emerged  with  Neu’s  owner 
Mortimer  Zuckerman,  who 
wanted  to  retain  the  boister¬ 
ous  feel  of  the  paper  in  order 
to  compete  with  the  New 
York  Post,  according  to  press 
sources. 

Press  accounts  said 
Hamill’s  exit  began  while  he 
was  on  vacation  and  received 
a  call  at  home  from  News  co¬ 
publisher  Fred  Drasner,  who 
told  Hamill  he  was  out  and  to 
extend  his  vacation  another 
week  until  his  status  could  be 
determined.  In  the  interim, 
more  than  100  staffers  signed 
a  letter  to  Zuckerman  in  sup¬ 
port  of  Hamill. 

Zuckerman  finally  told 
Hamill  he  could  remain  at  the 
Neu’s  if  he  agreed  to  share 
authority  with  executive  edi¬ 
tor  Debby  Krenek. 

An  example  of  the  two 
men’s  conflicting  ideas  over 
the  image  of  the  News  con¬ 
cerned  a  story  on  the  auction 
of  gowns  owned  by  the  late 
Princess  Diana.  Zuckerman 
would  have  liked  it  on  the 
cover,  but  Hamill  buried  the 
story  in  the  middle  of  the 
paper,  choosing  instead  to 
showcase  a  mob  trial  story. 


“You  have  to  present  the  Daily  News  with  a  cer¬ 
tain  sort  of  drama,”  said  Zuckerman  to  the  New  York 
Times.  Hamill  “wanted  to  have  sole  jurisdiction  on 
that,  and  1  think  that  was  the  problem.” 

Zuckerman  has  admitted  to  ordering  some 
reshuffling  of  duties  among  top  editors. 

Neu’s  circulation  figures  weren’t  on  Hamill’s  side 
either.  The  latest  figures  from  March  show  a  decline 
of  about  30,000  copies  in  the  weekday  average. 

Neu’s  managers  offered  no  details  of  their  own 
and  had  not  announced  a  permanent  replacement 
as  of  Sept  10.  However,  Krenek  is  currently  per¬ 
forming  editor  in  chief  duties. 

In  his  only  comment,  Drasner  said  Hamill’s 
“energy’  and  enthusiasm  have  helped  significantly 
improve  the  News  during  his  tenure.” 

Hamill’s  legacies  at  the  Neu's  include  the  creation 
of  an  immigration  desk  to  organize  coverage  of  the 
city’s  ethnic  communities,  the  appointment  of  New 
York  City’s  first  Asian  American  to  a  senior  news- 
nxjm  management  job,  and  overseeing  investigative 
pieces  on  the  Russian  Mob  in  New  York,  recon¬ 
struction  problems  on  the  FDR  Drive  and  dangerous 
construction  conditions  on  the  Williamsburg  Bridge. 


Deadline  Met,  Despite 
Editor’s  Murder 

Editor  DENNIS  JOOS  died  while  trying  to  pro 
tect  the  staff  at  his  small-town  weekly  from  a 
crazed  man  who  had  just  shot  a  woman  because 
of  a  grudge. 

With  blood  on  the  ground  and  poke  searching 
the  building,  the  staff  of  the  News  and  Sentinel  in 
Colebrook,  N.H.,  wrote  the  story’  and  put  the  paper 
to  bed  —  on  time  and  with  three  bylined  stories 
by  Joos.  The  paper  was  80%  complete  at  the  time 
of  the  shootings  Aug.  19. 

Carl  Drega,  62,  the  man  responsible  for  the 
deaths  of  Joos  and  others,  arrived  at  the  newspaper 
in  a  stolen  police  cruiser.  Vickie  Bunnell,  a  lawyer 
and  part-time  judge  whose  office  also  is  located  in 
the  same  building,  spotted  Drega  and  warned  the 
newspaper’s  staffers,  who  followed  Bunnell  to  the 
parking  lot.  There,  Drega  shot  and  killed  Bunnell, 
44.  Joos  tackled  Drega,  Drega  wrestled  free  and 
shot  and  killed  Joos. 

Joos  had  a  file  of  feature  stories  waiting  for 
room  in  the  paper.  "We’ll  run  his  byline  until  we 
run  out  of  it,”  publisher  John  Harrigan  said. 
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Although  it  is  widely  written  about,  "push"  delivery  of  news  from  Web 
sites  is  a  complicated  process.  Instituting  digital  delivery  services  from 
your  news  Web  site  involves  a  broad  array  of  technical  issues  and 
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Electronic  commerce  -  the  act  of  conducting  sales  and  direct  financial 
transactions  over  the  Internet  -  is  widely  viewed  as  one  of  the  key  com¬ 
ponents  of  any  Web  publisher's  long-term  revenue  plans.  This  report 
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changing  technologies  of  e-commerce  as  well  as  a  detailed  overview  of 
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ties  at  publishing  and  product  marketing  Web  sites. 
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Weekly 


Online  Advertising 


NATIONAL  WEB  AD  NETWORK 
FOR  ALTERNATIVE  WEEKUES 


National  advertisers  can  now  purchase  banner  ads  on 

70  Weeklies'  Web  sites  in  a  single,  discounted  transaction 


by  Wendy  Giman 


AWN  inteticls 
to  do  for 
alternative 
weeklies’  Web 
sites  what  New 
Century’ 
Network  and 
Real  Media  are 
already  doing  in 
separate  efforts 
for  daily 
newspapers’ 
Web  sites 


Giman  is  the  editor  of 
H&P's  Free  Paper  Pub¬ 
lisher  (FPP)  magazine. 


In  1993,  when  the  Alternative  Weekly  Network 
(AWN)  first  offered  “single-stop”  ad  placement  ser¬ 
vices  for  print  weeklies  across  the  country,  it  sold 
$233,000  worth  of  ads.  In  1997,  the  AWN  expects  to 
sell  $13  million  worth  of  print  placements  —  or  a  sales 
increase  of  more  than  5000%  over  the  last  four  years. 

And  now,  in  partnership  with  Real  Media  of  New  York,  the  AWN  is  moving  onto  the  Internet 
where  it  hopes  to  duplicate  its  print-side  success  with  a  cyberspace  network  selling  banner  ads  on 
the  Web  sites  of  its  member  weeklies. 

In  essence,  AWN  (www.awnetwork.com)  intends  to  do  for  alternative  weeklies’  Web  sites  what 
New  Century'  Network  (NCN)  and  Real  Media,  in  separate  efforts,  are  already  doing  for  daily  news¬ 
papers’  Web  sites.  NCN  and  Real  Media  operate  competing  online  national  ad  placement  networks 
selling  ads  on  steadily  expanding  collections  of  daily  newspaper  Web  sites. 

“Alternative  weeklies  have  editorial  voices  that  attract  upscale,  urban  and  suburban  readers  who 
are  very  attractive  to  advertisers,”  said  Real  Media  president  Dave  Morgan. 

'Door-opening  device' 

“This  will  be  a  door-opening  device,”  said  A’WN  executive  director  Mark  Hanzlik,  referring  to 
Web  advertisers  seeking  a  national  presence  in  the  market  segments  reached  by  alternative  week¬ 
lies. 

AWN  is  a  national,  nonprofit  advertising  cooperative  based  in  Sacramento,  Calif.,  with  93  mem¬ 
bers  and  50  affiliates  across  the  U.S.  and  Canada.  Members’  weekly  print  circulation  totals  5  mil¬ 
lion  with  a  readership  of  1 1  million.  Clients  currently  placing  print  ads  through  the  AWN  network 
include  Philip  Morris,  Nike,  Levi’s  and  ESPN. 

AWN  members  include  papers  in  almost  every  major  market:  the  Village  Voice  of  New  York,  L/1. 
Weekly  of  Los  Angeles,  Phoenix  Media  (iroup  of  Boston,  the  Bay  Guardian  of  San  Francisco,  Cre¬ 
ative  Loafing  of  Atlanta,  the  City  Paper  of  Philadelphia  and  NewCity  of  Chicago. 

70  weeklies'  Web  sites 

Brian  Hieggelke,  publisher  of  the  NewCity  in  Chicago  and  head  of  AWN’s  online  committee,  said 
the  new  Web  network  expects  to  log  10  million  page  views  a  month  for  its  advertising  clients.  He 
said  70  of  AWN’s  members  have  affiliated  their  Web  sites  with  the  new  network. 

Each  participating  weekly’s  Web  site  will  be  linked  into  the  networic  by  Real  Media’s  Open  Ad 
Stream  ad  management  software  system.  The  network  software  will  allow  for  the  automatic  sched- 
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Weekly 


In  Short 


SEX  HEADLINE  APOLOGY 

The  National  Enquirer  used 
its  newly  launched  Web 
site  to  apologize  for  the 
scurrilous  Diana  sex  head¬ 
line  that  appeared  on  the 
front  page  of  the  issue 
being  distributed  the  week 
the  princess  was  killed. 

The  publication,  best 
known  for  wild  excess, 
uncharacteristically  hum¬ 
bled  itself  online,  asking 
forgiveness  for  "the  'Di 
Goes  Sex  Mad'  headline 
that  is  still  on  the  stands 
in  some  locations."  That 
done,  the  Enquirer  Web  site 
got  back  to  routine  busi¬ 
ness,  promoting  a  new  fea¬ 
ture  urging  readers  to  e- 
mail  in  stories  of  the  most 
unusual  and  offbeat  experi¬ 
ences  they've  ever  had. 


uling,  placement,  rotation  and  traffic  monitor¬ 
ing  of  banner  ads  on  any  member  site.  It  will 
also  provide  regular  traffic  volume  reports 
and  analyses. 

Just  as  with  print  publications’  sales 
through  AWN,  online  advertising  clients  can 
place  a  single  order  with  a  single  salesperson 
in  a  single-invoice  transaction  that  results  in 
their  banner  ads  appearing  on  multiple  Web 
sites  across  the  country.  Internet  Advertising 
Board  (LAB)  standard  ad  sizes  are  used. 

A  sales  representative  at  any  of  the  mem¬ 
ber  sites  can  make  the  buy  for  the  networic. 
'The  cost  is  $35  per  1,(XX)  impressions.  Other 
targeted  ad  options  are  available  at  $5  per 
1,(XK)  per  option. 

Younger,  hipper  audience 

Alternative  weeklies  draw  a  younger,  hip¬ 
per  crowd  of  readers  than  dailies  —  an  audi¬ 
ence  much  more  attuned  to  computers  and 
Internet  communications.  And,  because  they 
focus  so  heavily  on  coverage  of  the  cultural 
side  of  urban  life,  many  alternative  weeklies 
have  been  able  to  launch  particularly  strong 
arts  and  entertainment  city  guide  Web  sites. 
As  a  group,  this  makes  them  potentially  attrac¬ 
tive  to  national  retailers  such  as  record  com¬ 
panies  and  movie  studios  seeking  to  reach 
local  audiences  of  Web  surfers  intensely  inter¬ 
ested  in  cutting-edge  music,  cinema  and 
related  offerings. 

For  instance,  Chris  Hobson,  vice  president 
for  advertising  of  Tower  Records,  explained, 
“We  think  alternative  papers  better  target 
some  of  the  product  we  sell  than  other  media. 
They  do  it  less  expensively  than  TV  or  radio, 
and  they  do  a  better  job  than  daily  newspa¬ 
pers,  which  are  skewed  older.” 


TOMORROW'S  NEWS  NOW 

The  Chicago  Tribune  has 
launched  a  new  Web  site 
that  posts  a  daily  preview 
of  the  content  of  the  next 
morning's  print  business 
section.  At  4:30  p.m. 
each  day,  the  Tribune's 
business  desk  produces  a 
"first  edition"  of  the  fol¬ 
lowing  day's  business 
news  that  is  uploaded  to 
the  Web.  "The  late  after¬ 
noon  is  a  peak  time  for 
Internet  use,"  explained 
the  Tribune's  Owen  Young- 
man.  "We  now  provide 
serious  information 
searchers  compelling  con¬ 
tent"  in  advance  of  its 
print  publication. 
http://chicago.tribune. 
com/business 


Online  Industry  News 

ADVANCE  ON 

THE  WEB: 
OREGON  LIVE 

Latest  Regional  Megasite 

by  Hoag  Levins 

Oregon  Live  went  that  way  at  the  end  of 
August,  the  latest  in  a  growing  string  of 
expansive  Web  sites  launched  by  news¬ 
papers  and  magazines  of  the  Advance  Publi¬ 
cations  Group  of  New  York. 

Headed  by  Betsy  Richter,  the  former  editor 
in  chief  of  the  search  engine  Excite,  Oregon 
Live  provides  broad  news,  business  and  cul¬ 
tural  feature  coverage  for  the  entire  state.  Its 


core  content  is  comprised  of  material  from 
the  Oregonian,  the  state’s  largest  daily  news¬ 
paper.  In  addition,  it  offers  a  business  yellow 
pages  database,  weather  reports  and 
CareerSearch  online  classifieds. 

Beyond  that,  it  is  structured  as  a  statewide 
city  guide-type  directory  to  arts,  entertain¬ 
ment  and  recreational  activities.  A  visitor  can, 
for  instance,  browse  information  on  each  of 
the  scenic  state’s  hiking  trails,  including  pho¬ 
tos  and  travel  section-like  feature  articles. 
Other  sections  have  directories  of  restaurant 
information  and  reviews,  and  coverage  of  the 
arts.  The  site’s  “Gallery  of  Galleries  Guide” 
includes  a  directory’  to  52  art  galleries,  com¬ 
plete  with  maps.  There  is  alst)  a  directory  to  a 
wide  array  of  other  Oregon-related  Web  sites. 

Strong  on  instant  news 

Oregon  Live  is  strong  on  news,  offering 
“instant  updates”  of  both  general  and  sports 
news  for  that  growing  crowd  of  Web  surfers 
unwilling  to  wait  for  scheduled  TV  or  radio 
news  updates.  “News  Flash,”  a  page  of  news 
feeds  from  the  Associated  Press,  is  updated 
every  minute.  Its  companion,  “Sports  Flash,” 
provides  constantly  updated  As.sociated  Press 
wire  feeds  of  breaking  sports  news. 

A  play'fully  named  “4  Play”  section  is  just 
that  —  a  daily  crossword  puzzle-like  game 
that’s  interactive.  Users  fill  in  the  words.  'The 
correct  answers  are  left  in  place.  Wrong 
choices  disappear,  leaving  blank  spaces  to  be 
filled  again. 

The  site  launched  with  a  substantial  list  of 
advertisers,  including  Northwest  Natural  Gas 
and  Intel. 

The  Oregonian  is  one  of  25  newspapers 
t)wned  by  Advance  Publications,  which  also 
owns  Random  House  and  the  magazines 
Conde  Naste,  Parade  and  the  New  Yorker. 
Other  similarly  large  Web  sites  set  up  by 
Advance  newspapers  include  New  Jersey 
Online  (Newark  Star  Ledger,  Jersey  Journal 
and  Trenton  Times),  Cleveland  Live  and  its  sis¬ 
ter  Cleveland  site,  the  R(K'k  &  Roll  Hall  of 
Fame  (Cleveland  Plain  Dealer)  and  Michigan 
Live,  a  site  that  combines  the  online  resources 
of  eight  newspapers  throughout  that  state. 

Advance,  a  founding  member  of  New  Cen¬ 
tury’  Networic  (NCN),  also  owns  CondeNet, 
which  operates  the  less  traditonal  online  ser¬ 
vices,  Epicurious  and  Swoon. 
yvyvw.oregonlive.com 
yvww.nj.com 
yvyvw.cleveland.com 
yvww.  rockhall  .com 
yvyvw.michiganlive.com 
yvyvw.epicurious.com 
yvyvw.swoon.com 


Levins  is  the  editor  of  the  MedialNFO.com 
Weh  site,  magazine  and  Weekly  section. 
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Media  Convergence 

ONLINE  NEWSPAPERS 
AS  TV  STATIONS? 

Study  predicts  video  will  ultimately  be  king  of  the  Web 


As  the  World  Wide  Web  becomes  more 
television-like,  online  newspapers  will 
be  forced  to  adapt  TV  technologies 
and  consider  new  sorts  of  alliances  with  local 
TV  stations,  according  to  a  new  stuth’  by  the 
Radio  and  Television  News  Directors  Founda¬ 
tion  (RTNDF). 

The  study,  “Interactive  News:  State  of  the 
Art,”  concludes  that  while  online  newspapers 
currently  have  an  edge  over  other  online 
media,  that  gap  will  disappear  us  bandwidth 
increases  and  technologies  such  as  real-time 
streaming  video  are  perfected  and  widely 
embraced.  It  goes  on  to  suggest  that  in  order 
to  remain  competitive,  newspaper  Web  sites 
will  ultimately  have  to  assume  many  traits 
more  common  to  TV  programming  then  text- 
based  publishing. 

The  pendulum  will  swing' 

“For  now,  newspapers  build  their  online 
efforts  by  capitalizing  on  their  depth  of  infor¬ 
mation  and  the  strength  of  their  reporting 
staffs.  .  .  .  But  the  pendulum  will  swing,”  says 
the  study.  "When  it  takes  just  a  few  seconds  to 
download  a  full-motion  video  news  clip  on 
the  Internet, TV  newsr(K)ms  will  gain  the  edge 
over  their  print  counterparts.” 

The  75-page  report,  written  by  Peter  M. 
Zollman  and  funded  by  the  Robert  F. 
McCormick  Tribune  Foundation,  predicts  that 
television  news  will  eventually  gain  the  upper 
hand  online. 

Currently,  one  of  the  main  drawbacks  in 
viewing  “streaming”  video  or  listening  to  radio 
•stations  online  is  the  bandwidth  or  pipeline 
bottleneck.  When  developed  by  the  military 
in  the  late  lS>6()s,  the  Internet  was  never 
designed  to  funnel  audio  and  video  data,  but 
was  essentially  a  text-based  communications 
system  designed  for  standard  telephone  lines. 

But  with  the  explosion  and  increasing 
commercialization  of  the  Web  since  1994,  the 
Net  has  become  bloated  and  bogged  down  in 
the  huge  amounts  of  data  that  must  be  trans¬ 
mitted  to  support  increasingly  complex 
graphic  presentations.  With  the  intnxluction 
of  faster  mtxlems  and  other  high-speed  con¬ 
nections  for  home  use,  such  as  ISDN  and 
cable  modems,  video  and  audio  over  the  Inter¬ 


net  is  improving.  But  the  use  of  these  exotic 
and  more  expensive  technologies  will  take 
some  time  to  be  widely  utilized  in  the  home. 

'Someone  with  a  vision' 

Nora  Paul,  a  research  expert  and  faculty 
member  at  the  Poynter  Institute  for  Media 
Studies,  .said  bn)adcast  outlets  and  newspa¬ 
pers  can  benefit  from  collaboration  and  shar¬ 
ing  resources.  “Some  of  the  collaborations 
between  print  and  TV  in  news  gathering  will 
be  fruitful,  some  contentious  and,  ultimately, 
it’s  all  going  to  come  down  to  management 
and  leadership  by  .someone  with  a  vision  of 
how  it  can  be,”  she  said. 

For  example,  the  News  &  Observer  in 
Raleigh,  N.C.,  and  CBS-affiliate  WRAL-TV 
teamed  up  to  create  ncstormtrack.com,  a  Web 
site  for  weather  buffs.  It  includes  stories  and  a 
large  database  of  hurricane  information  from 
the  newspaper  along  with  video,  audio  and 
animation  of  hurricanes  from  the  television 
station. 

Another  example  of  a  recent  cn)ss-media 
partnership  is  that  between  the  Herald- 
Leader  in  Lexington,  Ky.,  and  WKYT-TV,  the 
local  CBS  affiliate.  The  two  share  news 
resources  and  each  promotes  the  Web  site. 

And  the  Sacramento  Bee  and  KXTV-TV,  an 
ABC.  affiliate,  pn)mote  each  others’  Web  sites 
online,  in  print  and  on  air. 

'Nontextual'  newspapers 

Eric  Meyer,  a  visiting  journalism  profe.ssor 
at  the  University  of  Illinois,  said  old-line  print 
editors  must  learn  to  view  online  journalism 
in  the  new  light  of  technological  change. 

“For  newspapers  to  truly  prepare  to  exit  a 
century  in  which  they  wrongly  a.s.sumed  that 
text  was  king  (it  ruled  only  because  there 
were  few  challenges  to  its  authority),  they 
must  begin  to  see  the  journalistic,  not  merely 
technical,  challenges  in  presenting  informa¬ 
tion  in  nontextual  ways,”  said  Meyer. 

He  said  newspapers  have  to  stop  believing 
that  stories  simply  consist  of  text  and  every¬ 
thing  else  is  a  “technical  adornment.” 


Noack  is  ass(Kiate  editor  of 
MediaINFO.  com. 


In  Short 


$2  MILLION  PROMOTION 

MSNBC  is  spending  more 
than  $57,000  a  day  for 
35  days  to  promote  its 
newly  redesigned  Web 
site.  The  campaign  includes 
the  purchase  of  10  million 
ad  impressions  on  various 
other  Web  sites,  TV 
commercials  on  MSNBC 
cable,  NBC  network  and 
NBC  affiliate  stations,  and 
print  ads  in  Newsweek 
magazine.  Meanwhile, 
MSNBC  is  also  giving 
out  105  cellular  phones, 

TV  sets  and  other  prizes 
to  site  visitors  who  enter 
the  site's  new  sections.  So 
how  much  is  your  newspa¬ 
per  spending  to  promote 
its  Web  site? 
www.msnbc.com 


COLLEGE  NEWS  ONLINE 

USA  Today  Online  has 
started  a  new  Web-based 
college  news  service  in 
partnership  with  University 
Wire,  also  known  as  U- 
Wire.  U-Wire  was  the  first 
news  service  to  link  multi¬ 
ple  college  newspapers 
through  the  Internet.  It 
uses  e-mail  and  the  Web  to 
collect  and  distribute  cam¬ 
pus  reports  from  a  network 
of  120  college  newspapers 
in  46  states.  U-Wire  will 
now  provide  USA  Today 
Online  with  daily  stories  in 
eight  topic  areas:  news, 
campus  life,  career,  higher 
education,  research,  off¬ 
beat,  free  time,  campus 
opinion  and  student  opin¬ 
ion. 

http://uwire.usatoday.com 


SEPTE.MBER  13,  1997 


http://\iv'ww.mcdiainfo.com 


Editor  &  Pi  BUSHER  35 


SYNDICAtES/NEWS  SERVICES 


BY  DAVID  ASTOR 


‘For  Better’  Creator 
Explains  Her  Move 

WHY  DID  LYNN  Johnston  decide  sent.” 

to  leave  Universal  Press  He  noted  that  “it’s  remark- 

Syndicate?  able  how  much  depth  and 

She  declined  to  comment  texture  Johnston  can  bring  to 
about  that.  her  comic  strip  every  dav.” 


Cartoonisl  Lynn 
Johnston  is 
switchhi}*  her 
po/mlar  comic 
from  Universal 
to  United 


WHY  DID  LYNN  Johnston  decide 
to  leave  Universal  Press 
Syndicate? 

She  declined  to  comment 
about  that. 

Why  did  Johnston  decide  to  bring  her  widely 
distributed  “For  Better  or  For  Worse”  comic  to 
United  Feature  Syndicate  (TJFS)? 

She  was  happy  to  comment  about  that. 

“More  than  anything,  United’s  enthusiasm  for  my 
work  rekindled  my  enthusiasm  for  my  work,”  said 
the  Canadian  canoonist,  who  has  been  doing  “For 
Better”  since  1979.  “I  needed 
a  change.  I  wanted  to  be 
new  again.” 

Johnston,  50,  added  that 
United  has  a  “really  exciting” 
Web  site,  a  strong  overseas 
marketing  operation,  and 
other  attributes  that  attracted 
her. 

The  syndicate  switch 
{E&P,  Sept.  6,  p.  36)  takes 
effect  with  the  Sept.  29  installment  of  “For  Better,” 
which  appears  in  more  than  1 ,800  newspapers. 
That  number  makes  it  one  of  the  five  most  widely 
distributed  comics  in  the  world.  (“Peanuts”  and 
“Garfield”  top  the  list,  with  about  2,6(X)  and  over 
2,5(K)  clients,  respectively.) 

Johnston  —  whose  Universal  con¬ 
tract  was  due  to  expire  in  March 
1998  —  declined  to  discuss  the  mon 
etary  aspects  of  her  United  pact. 

But  she  did  note  that  it  will  run 
for  seven  years,  with  a  three-year 
renewal  clause  after  that. 

United  is  happy  to  have  her 
for  the  rest  of  this  millennium 
and  some  of  the  next. 

“It’s  a  great  honor  to  syndi¬ 
cate  this  wonderful  feature,” 
said  Doug  Stem,  pre.sident  and 
CEO  of  United  Media,  the  par¬ 
ent  of  UFS. 

“We’re  absolutely  delighted,” 
added  UM  senior  vice  president 
and  general  manager  Sid 
Goldberg.  “‘For  Better  or  For 
Worse’  is  one  of  the  greatest 
comics  of  all  time.  It’s  a  class 
act  —  something  that  any  syn¬ 
dicate  would  be  proud  to  repre- 


He  noted  that  “it’s  remark¬ 
able  how  much  depth  and 
texture  Johnston  can  bring  to 
her  comic  strip  every  day.” 

“Peanuts”  creator  Charles 
Schulz,  when  contacted  by 
E&P,  also  expressed  happi¬ 
ness  with  Johnston’s  decision 
to  join  United. 

“I’m  very  pleased,”  he  said. 

“I  think  she  made  a  wise 
choice.  United  Media  is  in 
gtxxl  hands.  They’ve  made 
some  wonderful  impnwe- 
ments  in  personnel  in  the 
last  few  years.” 

Schulz  —  whose  strip, 
along  with  “For  Better"  and 
Scott  Adams’ “Dilbert,”  gives 
United  a  trio  of  superstar  Lynn  Johnston 

comic  properties  —  added 
that  he  played  no  part  in  bringing  Johnston  to  the 
syndicate. 

“For  Better"  books  will  continue  to  be  handled 
by  Universal’s  Andrews  xMcMeel  Publishing  compa¬ 
ny.  There  have  been  18  titles,  with  more  than  2  mil¬ 
lion  copies  in  print.  The  latest  btxtk  is  this  fall’s 

Grouing  Like  a  Weed. 

Johnston  praised  Universal  —  noting  that 
she  enjoyed  working  with  many  of  the  peo 
pie  there,  and  that  she’s  grateful  to  the  syn¬ 
dicate  for  originally  signing  her  in 
1978.  Universal  asked  her  to  create  a 
comic  after  seeing  books  she  had 
done  in  (Canada. 

The  cartoonist  added  that 
Universal  w’as  “behind  me  all  the 
way”  during  her  comic’s  occa¬ 
sional  bouts  with  controversy. 

One  of  the  times  the  syndicate 
strongly  backed  Johnston  was  in 
1993,  when  a  “For  Better" 
sequence  about  the  coming  out 
of  a  gay  teen  upset  a  number  of 
newspaper  editors  and  readers. 

The  series  helped  Johnston  earn 

The  "For  Better  or  For  Worse”  cast 
includes  Elly  and  John;  their  children 
Michael,  Elizabeth  and  April;  Edgar  the 
^  dog;  and  the  Patterson  family  rabbit. 
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a  1994  Pulitzer  Prize  nomination. 

“I  owe  a  tremendous  amount  to 
Universal,”  she  said.  “It  was  difficult  to 
leave." 

Universal  vice  president/editorial 
director  Lee  Salem  said,‘‘We’re  always 
sorry  to  lose  anylxxiy,  especially  some¬ 
one  like  Lynn.  She’s  one  of  the  pre¬ 
miere  cartoonists  of  the  day.  We  wish 
her  well.” 

Salem  —  Johnston’s  editor  from  the 
beginning  and  the  person  who  gave 
“For  Better  or  For  Worse”  its  name  — 
added  that  "we  couldn’t  come  up  with 
a  contract  that  pleased  her.” 

While  Universal  will  still  publish 
Johnston’s  b<x)ks.  losing  “For  Better"  is 
the  latest  in  a  series  of  big  blows  for  the 
syndicate.  It  lost  “Calvin  and  Hobbes” 
(nearly  2,4(X)  newspapers)  when  Bill 
Watterson  retired  at  the  end  of  1995 
and  “The  Far  Side”  (nearly  1,900  clients) 
when  Gary  Larson  ended  that  comic  at 
the  start  of  1995.  Also,  humor  colum¬ 
nist  Erma  Bombeck  (more  than  (X)0 
papers)  died  in  1996. 

Universal  still  has  widely  syndicated 
features  such  as  Abigail  Van  Buren’s 
“Dear  Abby,”  Pat  Oliphant’s  editorial  car¬ 
toons,  Jim  Davis’ “Garfield,”  Garry' 
Trudeau’s  “Doonesbury,”  Cathy 
Guisewite’s  “Cathy”  and  Bill  Amend  s 
“FoxTnK”;  a  strong  b(X)k  publishing  and 
new-media  presence;  and  more. 

"Garfield,”  as  syndicate  watchers  may 
remember,  moved  from  United  to 
Universal  back  in  1994.  So  fate  has 
evened  the  score  by  giving  United  a 
superstar  comic  from  Universal. 

“For  Better”  is  indeed  one  of  the  most 
celebrated  comics  in  the  world.  The 
family  strip  —  which  blends  humor, 
warmth,  continuity  and  what  Schulz 
described  as  “great”  art  —  frequently 
wins  newspaper  reader  polls.  And  it  fin¬ 
ished  fourth  in  E&Fs  1995  survey  of 
favorite  current  comics  —  behind  the 
now-retired  “Calvin  and  Hobbes”  and 
the  still-running  “Peanuts”  and 
“D(X)nesbury.” 

Johnston  herself  became,  in  1986,  the 
first  woman  to  win  the  National 
Cartcxjnists  Society’s  Reuben  Award  as 
“Outstanding  Cartoonist  of  the  Year.”  Six 
yc*ars  later,  she  was  appointed  to  the 
Order  of  (Canada.  And,  this  past  March, 
the  former  NCS  president  became  one 
of  a  select  number  of  living  comic  cre¬ 
ators  inducted  into  the  International 
Museum  of  Cartoon  Art’s  Hall  of  Fame 
in  B(x:a  Raton,  Fla. 

The  move  to  United  was  negotiated 


by  Johnston’s 
new  business 
manager,  David 
Waisglass,  who 
heads 

Laughingst(x:k 
Licensing  in 
Ottawa, 
Canada. 
Waisgla,ss 
recently  retired 
his  own 
“Farcus”  comic 
to  represent 
Johnston  and 
other  cartoon¬ 
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The  cartoonist 
poses  with  her  Reuben 
Award  in  1986. 


ists  —  includ¬ 
ing  “Herman”  creator  Jim  Unger,  whose 
panel  is  being  syndicated  (mostly'  in 
reruns)  by  United. 

Johnston  said  she  asked  Waisglass  to 
contact  United  on  her  behalf  when  she 
was  thinking  of  leaving  Universal. 

“It  never  even  entered  our  minds  to 
appn)ach  Lynn,”  said  United’s  Goldberg. 
“We  didn’t  have  the  slightest  idea  that 
she  was  interested  in  making  a  move 
like  this.” 


‘Meatloaf’  Has  A 
Creative  Canine 

A  COMIC  WTTH  a  c-ast  that  includes  a 
diary  -keeping  dog  Ls  being  intnxluced 
,Sept.  29  by  United  Feature  Syndicate. 

Mark  Buford’s  “Meatloaf  Night  with 
Brewster  ”  stars  Brewster  the  dog,  a  kid 
named  Clark,  his  sister  Ikx)  and  best  friend 
Stewart. 

Buford  —  whose  strip  is  set  in  suburbia 
—  is  an  office  manager  for  an  architectur¬ 
al  firm  and  a  part-time  stand-up  comic. 
The  Georgia  native  currently  resides  in  At¬ 
lanta. 

United  .said  the  daily  and  Sunday  comic 
will  have  an  initial  list  of  more  than  50 
clients,  including  the  Detroit  Free  Press, 
Minneapolis  Star  Tribune,  San  Francisco 
Chronicle  and  Seattle  Times. 


‘Frank’  Featuring 
Interactive  Strips 

UNITED  MEDIA  IS  offering  newspa¬ 
per  Web  sites  a  “3-D  virtual  reality” 
version  of  “Frank  &  Ernest”  comics. 

For  selected  Sunday  strips,  readers  can 
see  “Frank  &  Ernest”  in  their  kxral  paper 
and  then  visit  that  paper’s  Web  site  to 
navigate  within  an  interactive  version  of 
the  same  comic.  Cximputer  users  can,  for 
instance,  enter  pyramids  pictured  in  the 
print  “Frank  &  Ernest”  to  see  what’s 
inside  of  them. 

"The  combination  of  the  print  ver¬ 
sion  of  the  strip  and  the  posting  of  the 
virtual  reality'  version  on  a  newspaper’s 
Web  site  encourages  readers  to  visit  their 
paper's  site,”  said  “Frank  &  Ernest”  creator 
Bob  TThaves,  who  developed  the  interac¬ 
tive  comics  with  digital  artist  Marc  Siry. 

Thaves  (whose  online  efforts  were 
first  discussed  in  F&P,  Feb.  8,  p.  28) 
added;  "The  idea 
of  kxiking  at  a 
Sunday  comic  in 
the  paper  and 
then  turning  to  the 
computer  and 
entering  the  strip’s 
world  just  blew 
my  mind.  It’s 
potentially  the 
most  significant 
change  I’ve  seen  in 
the  world  of  cartooning  in  almost  25 
years  of  doing  the  strip.” 

Computer  users  can  also  see  Thaves’ 
interactive  comics  on  United’s  site 
(www.unitedmedia.com)  a  couple  of 
weeks  after  they  run  in  print. 

Cyber  Expert  Is 
Writing  Column 

Nicholas  negroponte  is  writing 

a  monthly  column  about  online 
matters  for  the  New  York  Times 


Bob  Thaves 


Brewster  the  dog  gets  some  food  for  thought  in  "Meatloaf  Night." 
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Syndicate  (NYTS). 

Negroponte,  whose  “Dialogue”  feature 
starts  Sept.  15,  will  answer  questions 
fn)ni  readers  who  e-mail  him  at  negro- 
pon@nytsyn.com.  He’ll  discuss  issues 
such  as  digital  privacy  online  pom,  the 
generation  gap  among  computer  users, 
and  how  hardware  manufacturers,  soft¬ 
ware  designers  and  online  services  make 
things  difficult  for  computer  novices. 

“I’m  particularly  interested  in  the  cul¬ 
tural  and  generational  divides  needlessly 
caused  by  computer  complexity,”  said 
Negroponte. 

The  new  NYTS  columnist  is  founder 
and  director  of  the  Media  Laboratory'  at 
the  Massachusetts  Institute  of 
Technology';  author  of  the  best-selling 
Being  Digital  (Knopf,  1995),  which  has 
been  translated  into  30  languages;  a 
founder,  editor  and  columnist  at  Wired 
magazine;  and  a  globe-trotting  lecturer. 

“Nicholas  Negroponte  is  a  philoso¬ 
pher  and  a  gadfly  who  likes  to  set  off 
intellectual  fireworics,”  said  NYTS  presi¬ 
dent  and  editor  in  chief  Gloria  Brown 
Anderson. 

TMS  TV  Material 
Starts  In  Journal 

TMS  tv  listings  this  month  began 
pntviding  listings  to  the  Wall  Street 
Journal,  according  to  Tribune  Media 
Serv'ices. 

TMS’s  involvement  is  part  of  an  agree¬ 
ment  between  the  Journal  and  New 
York-based  Television  USA  to  provide  the 
newspaper  with  TV  listings  and  related 
advertising. 

The  TV  listings  page  is  appearing  daily 
in  the  Journal's  “Marketplace”  section. 

Charles  Schulz 
Gets  Golf  Prize 

CHARLES  SCHULZ  HAS  become  the 
first  winner  of  the  Raymond  C. 
Firestone  Award  for  “Peanuts”  comics  and 
other  cartoons  about  golf. 

The  United  Feature  Syndicate  creator 
received  the  honor 
from  the  World 
Series  of  Golf 
Committee,  which 
is  connected  with 
the  annual  World 
Series  of  Golf  tour¬ 
nament  in  Akron, 
Charles  Schulz  Ohio. 


Watterson  Topic 
Of  Parade  Query 

Bill  WATTERSON  WAS  the  subject  of 
a  question  in  the  Sept.  7  issue  of 
Parade  magazine,  with  a  reader  asking 
what  the  carttxjnist  was  up  to  since  end¬ 
ing  “Calvin  and  Hobbes”  in  1995. 

The  reply,  in  Walter  Scott’s  “Personality 
Parade,”  was;  “Watterson,  39,  cares  so  lit¬ 
tle  about  fame  and  fortune  that  he  retired 
‘Calvin  and  Hobbes’  at  the  height  of  its 
popularity  .  .  .  and  turned  down  an  offer 
of  $10  million  to  license  his  characters 
for  merchandising.  He  remains  firm  in 
his  decision  not  to  revive  the  comic 
strip.  Instead,  he’s  devoting  time  to  his 
passion:  oil  painting.  A  cranky  recluse, 
Watterson  refuses  to  discuss  his  private 
life  except  to  say  he  lives  with  his 
(unidentified)  wife  and  a  few  cats  in  an 
undisclosed  location  and  that  his  future 
pursuits  will  be  ‘more  serious  and 
thoughtful.’” 

Joe  Camel  Art  Is 
(Gasp)  For  Sale 

Mark  COHEN  is  selling  several 
dozen  editorial  cartoons  featuring 
Joe  Camel,  the  controversial  cartoon 
character  recently  banned  from  hawking 
cigarettes. 

The  originals  range  in  price  from  $250 
to  $8(X).  Five  percent  of  the  proceeds 
will  go  to  the  American  Cancer  Society'. 

Cohen,  a  former  smoker  and  lung-can¬ 
cer  victim,  is  a  cartoon  art  agent  with 
more  than  130  clients  —  including 
numerous  syndicated  creators. 

The  Santa  Rosa,  Calif.-based  Cohen 
(707-528-3440)  has  a  Web  site  at 
http://www.markomics.com. 

News  Of  Newly 
Released  Books 

IN,  LOSE  &  DREW  —  Greatest 
Hits,  a  collection  of  sports  car¬ 
toons  by  Drew  Litton  of  the  Denver 
Rocky)  Mountain  News  and  Newspaper 
Enterprise  Ass<Kiation,  has  been  pub¬ 
lished  by  RMN. 

One  way  the  Denver  daily  is  distribut¬ 
ing  Litton’s  b<x)k  is  by  offering  it  to  read¬ 
ers  ordering  RMN  subscription  pack¬ 
ages. 

Two  USA  Weekend  writers  also  have 
new  books  out. 


Food  columnist  Jean  Carper  has 
authored  the  best-selling  Miracle  Cures: 
Dramatic  New  Scientific  Discoferies 
Rei’ealing  the  Healing  Power  of  Herbs, 
Vitamins  and  Other  Natural  Remedies 
(HarperCollins). 

And  “Straight  Talk”  columnist  Jeffrey 
Zaslow  of  USA  Weekend  has  authored 
Talk  of  Fame:  Good  Advice  From  Great 
Celebrities  (Cader  Books/Andrews 
McMeel  Publishing). 

‘Arlo  &  Janis’  Is 
Focus  Of  Exhibit 

A  MONTH-LONG  EXHIBIT  focusing 
on  Jimmy  Johnson’s  “Arlo  &  Janis” 
comic  opened  Sept.  4  at  the  Bryant 
Galleries  in  Jackson,  Miss. 

Johnson,  a  former  editorial  cart(X)nist 
for  the  Jackson  Daily  Neu's,'is  syndicated 
by  United  Media’s  Newspaper  Enter¬ 
prise  Association. 

‘Comic  Corner’ 
Kid  Page  Starts 

A  KIDS’  PAGE  called  “Sirg’s  Comic 
Corner”  is  being  syndicated  by 
Richard  Sirgiovanni. 

The  educational,  interactive  page  — 
which  already  has  a  number  of  commu¬ 
nity  weekly  and  shopper  clients  — 
includes  cartoons,  drawing  lessons,  facts, 
trivia,  and  more. 

Sirgiovanni  (718-634-4764)  is  a  car- 
ttxjnist  who  works  out  of  Belle  Harbor, 
N.Y. 


“Sirg's  Comic  Corner" 
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INCLUDES  EXCLUSIVE  INDUSTRY  OVERVIEW!! 


AT  LAST!  THE 
COMPREHENSIVE 
DIRECTORY  THE 
INDUSTRY  HAS 
ASKED  FOR! 

More  than  10,000  publications  listed 
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•  Community  Weeklies 

•  Niche  Publications  {Parenting,  Seniors.  Real  Estate) 

•  Specialty  Publications  (Alternative,  Black,  Ethnic. 
Gay/Leshian.  Hispanic,  Jewish.  Military.  Religious) 

•  Shoppers 

•  TMC  Publications 

The  data,  gathered  and  verified  by  the  Editor  &  Publisher  research 
department,  has  the  same  detail  accuracy  that  has  been  the  hallmark  of 
the  Editor  &  Publisher  International  Year  Book  now  in  its  76th  annu¬ 
al  edition.  Comprehensive  data  for  each  publication  answers  your 
every  need,  from  advertising  specifications  to  editorial  contacts  to 
equipment/commodity  use.  And  the  indu.stry  overview  includes  inter¬ 
esting  compilations  about  the  non-daily  and  free  publications  industry 
that  may  surprise  you. 

This  amazing  compilation  of  data  provides 
easy  access  to  remarkably  helpful  data  for: 

Media  Buyers.  Newspaper  and  Other  Publication  Executives,  Public 
Relations  Pros,  Indu.stry  Suppliers/Service  Providers.  Writers. 
Photographers.  Syndicate  Marketers.  Community  Leaders,  Adverti.sers, 
Investment  Bankers,  Industry  Association  Executives,  Franchisers, 
Government  Officials ...  arxl  others! 

This  is  the  most  comprehensive 
data  on  this  growing  industry. 

Place  your  order  today! 


FROm"  PAGES - 

The  Ready  Reckoner  This  authoritative  summary  is  the  first  available 
overview  of  the  community,  specialty  and  ftee  publicatioas  indu.stry .  The 
revealing  charts  analyzing  publicatioas  and  circulation  totals  by  state,  day 
of  publication,  free  vs.  paid  -  and  more  -  defines  this  dynamic  industry. 

SECTION  I -PAID  AND  FREE  COMMUNITY  WEEKLIES 

U.S.  and  Canadian.  Includes  contact  names,  newspaper  address, 
phone/fax  numbers,  e-mail  address,  Web  site  URL,  circulation, 
regional  editions,  mechanical  specifications,  ad  rates,  insert  rates, 
installed  equipment  and  more. 

SECTION  II  -  SHOPPERS/TMC  PUBLICATIONS 

U.S.  and  Canadian.  Includes  contact  names,  newspaper  address, 
phone/fax  numbers,  e-mail  address,  Web  site  URL,  circulation, 
regional  editions,  mechanical  specifications,  ad  rates,  insert  rates, 
installed  equipment  and  more. 

SECTION  III  -  SPECIALTY  AND  NICHE  PUBLICATIONS 

U.S.  and  Canadian.  Includes  contact  names,  newspaper  address, 
phone/fax  numbers,  e-mail  address.  Web  site  URL.  circulation, 
regional  editions,  mechanical  specifications,  ad  rates,  insert  rates, 
installed  equipment  and  more. 

SECTION  IV  -  NON-DAILY  NEWSPAPER  GROUPS, 
ASSOCIATIONS,  ETC. 

Includes  contact  names,  address,  phone/fax  numbers,  newspapers  in 
group.  This  section  also  includes  Associations,  Brokers.  Representa¬ 
tives.  Alternate  Delivery  Services,  and  TMC  Syndicated  Products. 


Editor^IPublisher/Free  Paper  Publisher 

COMMUNITY,  SPECIALTY  &  FREE 
PUBLICATIONS  YEAR  BOO 


TO  ORDER  OR  FOR  MORE  INFORMATION 

CALL:  (212)  675-4380  •  FAX:  (212)  691-6939  •  E-MAIL:  edpub@tnediainfo.com 
Order  through  our  WEB  SITE:  http://www.mediainfo.com  (click  on  “Store”  icon) 

MAIL  your  order  and  check  (U.S.  funds  drawn  on  U.S.  bank)  made  payable  to  Editor  &  Publisher,  and  shipping 
instructions  (street  address,  no  P.O.  boxes),  to:  Editor  &  Publisher  11  W'.  19th  St.,  New  York,  NY  10011-4234 
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Orders  shipped  outside  the  U.S.  and  Canada  must  add  $25  per  shipment.  California.  District  of  Columbia, 
New  York  and  Ohio  residents  must  add  applicable  tax.  Canada  residents  please  add  GST. 
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on  CNN  to  recall  his  experience  being  j 
pursued  by  paparazzi  in  the  same  Paris  i 
tunnel  where  Diana,  boyfriend  Dodi  Al-  j 
Fayed,  and  their  driver  met  their  deaths,  j 

Also  on  CNN,  Whoopi  Goldbei^,  Eliza-  j 
beth  Taylor,  Steven  Seagal  and  Alec  Bald-  i 
win  expressed  varying  degrees  of  i 
loathing  for  the  tactics  of  the  paparazzi,  j 
Baldwin  once  beat  up  a  photographer  I 
who  snapped  a  shot  of  his  wife,  Kim  j 
Basinger,  who  was  bringing  their  baby  i 
home  fmm  the  hospital. 

Cioldberg  said  the  “problem  of  invasion  j 
of  privacy  is  getting  bigger  and  bigger.”  ! 

Caldentn  has  a  record  of  failed  anti-  ; 
media  legislation.  In  one  case,  he  intro-  \ 
duced  a  measure  that  would  have  made  | 
it  easier  for  a  plaintiff  to  prove  libel.  | 
Another  bill  would  have  made  libel  a  i 
crime.  Both  bills  were  defeated  in  the  j 
wake  of  strong  lobbying  by  the  California  ! 
Newspaper  Publishers  A.ssociation.  | 

CNPA  general  counsel  Thomas  New-  j 
ton  said  the  trade  group  would  likely  \ 
oppose  both  proposals,  if  intnxluced.  i 
“These  pntposals  supposedly  target  the  j 
tabloids  but  they  would  reach  farther.” 


USPS 

Continued  from  page  14 

the  rate  case. 

Barton  said  withdrawal  would  require 
recalculating  the  whole  thing,  one  of  the 
most  extensive  rate  cases  ever,  at  1(K),()00 
pages.  The  Postal  Rate  Commission  has 
up  to  10  months  to  evaluate  it  and  take 
comment  from  interested  parties  before 
recommending  to  the  Board  of  Gover¬ 
nors  to  approve  or  change  the  proposal. 
After  approval,  in  whatever  form,  a  date 
is  set  for  price  hikes  to  take  effect. 

Del  Junco  said  that  if  the  Postal  Ser¬ 
vice’s  finances  continue  to  be  g(xxl,  then 
“a  good,  hard  look”  should  be  taken  on 
when  new  rates  should  take  effect. 

Part  of  the  review  process,  however, 
calls  for  an  evaluation  of  USPS  finances, 
Koerber  said.  It’s  possible  the  Postal  Ser¬ 
vice  may  keep  some  of  the  new  business 
acquired  during  the  strike,  and  some 
assumptions  the  rate  case  is  based  on 
could  change. 

Because  mailers  want  alternatives  to 
UPS,“1  think  this  is  a  window  of  oppor¬ 
tunity  for  the  Postal  Service,”  Barton  said. 

On  the  other  hand,  many  companies 
have  contracts  with  UPS,  and  its  reputa¬ 
tion  for  service,  reliability  and  value  will 
draw  most  customers  back  to  the  fold, 
Del  Polito  said.  “They  didn't  get  80  per¬ 
cent  of  the  marketplace  by  stealing  it,”  he 


said.  “They  earned  it.” 

Also,  the  Postal  Service  cannot,  under 
the  law,  offer  the  kinds  of  discounts  to 
large  mailers  that  private  firms  like  UPS 
can.  The  Postal  Service  is  seeking  to 
change  that  in  legislation  pending  before 
Congress,  but  the  strike  points  up  the 
need  for  caution,  Del  Polito  said. 

“Nobody'  had  the  capacity'  to  sub.sti- 
tute  for  the  loss  of  UPS,”  Del  Polito  said, 
not  even  all  the  remaining  carriers  —  the 
Postal  Service,  Federal  Express,  Grey¬ 
hound,  the  airiines,  etc.  —  combined.  If 
the  system  of  delivery'  can’t  function 
without  a  major  component,  then  “we 
better  know  damn  well  what  we’re 
doing  when  we  introduce  legislation  for 
reform,”  he  said. 

“Diversity  of  delivery'  mechanisms  is 
critical,”  Allen  said.  “It  indicates  the  need 
for  a  strong  Postal  Service  that  pnwides 
universal  service  for  everyone.” 


Unsealed 
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First  Amendment  lawy'er,  who  argued 
that  case  law  governing  grand  jury 
secrecy'  should  not  apply  because  the 
bankruptcy  affects  the  general  public 
and  involves  corruption  or  dereliction  of 
public  duty". 

The  judge  agreed.  He  called  the  settle¬ 
ment  of  potential  civil  claims,  before  a 
decision  on  criminal  proceedings, 
“extremely  unusual  and  suspect.”  Noting 
that  $3  million  of  the  $30  million  agree¬ 
ment  was  paid  to  the  district  attorney'. 
Carter  said  that  a  portion  of  the  money 
was  “unavailable  to  the  actual  victims  of 
the  bankruptcy'  [over  200  public  enti¬ 
ties,  including  schtxtls,  schcxtl  districts, 
community  facilities,  sanitation  districts, 
municipalities] .” 

“Grand  jury'  secrecy  is  not  an  end  in 
itself,”  the  judge  said.  “Secrecty  is  main¬ 
tained  to  serve  particular  ends.  But  when 
advantages  gained  by  secrecy  are  out¬ 
weighed  by  countervailing  policies  for 
disclosure,  secrecy  should  be  lifted.  Jus¬ 
tice  cannot  take  place  in  a  comer  or  in 
any  covert  manner ....  Why  should  a 
defendant  in  a  criminal  action  have 
greater  access  to  this  information  than 
the  public  that  was  victimized?” 

A  brief  filed  by  Merrill  Lynch’s  D)s 
Angeles  law  firm,  McCambridge,  Drexler 
&  Mariano  stated:  “For  no  ascertainable 
reason,  certain  media  representatives 
seek  to  overturn  the  law  of . . .  California 
assuring  the  secrecy  afforded  to  partici¬ 
pants  in  grand  jury  proceedings  by  re¬ 
quiring  transcription  and  release  of  the  tes¬ 
timony  of  a  number  of  witnesses  .  .  .who 
appeared  before  the  1996-97  grand  jury.” 


Responded  Sager:  “If  the  public  is  to 
fully  understand  the  merits  of  the  settle¬ 
ment  agreement,  it  must  be  provided 
access  to  the  evidence  presented  to  the 
grand  jury.” 


CNP 

Continued  from  page  21 

Morris  sex  scandal  hit  and  the  reporters 
had  a  big  story’.  At  the  same  time,  the  con¬ 
vention  itself  ignored  urban  issues,  depri¬ 
ving  reporters  of  a  rationalization  for  seek¬ 
ing  stories  in  Chicago  neighborixxxLs. 

Nevertheless,  the  pntject  was  success¬ 
ful  enough  that  the  assessment  team  sug¬ 
gests  the  Community  Media  Workshop 
(CMW)  could  serve  as  “an  ad  hoc,  rapid- 
deployment  network  for  the  promotion 
of  community-angled  stories  to  the 
national  media.” 

CMW  was  founded  in  1989  by  two 
longtime  Chicago  community  activists 
and  journalists  —  Thom  Clark,  its  presi¬ 
dent,  and  Henry'  “Hank”  DeZutter,  its  vice 
president.  Cj'VTW'  runs  frequent  seminars 
to  teach  nonprofit  groups  how  to  get 
into  Chicago-area  media. 

The  project  assessment  team  was  led 
by  James  S.  Ettema,  chairman  of  the 
department  of  communications  studies 
at  Northwestern  University,  and  included 
Jean  Butzen,  executive  director  of  the 
Lakefront  SRO  Cxtrp.;  Norma  Green, 
director  of  the  graduate  journalism  pn> 
gram  at  Columbia  Catllege;  Linda  Lenz, 
editor  and  publisher  of  the  education 
newsletter  Catalyst:  Voices  of  School 
Reform;  and  Regina  McCiraw,  executive 
director  of  the  Wiebolt  Foundation. 


Print 

Continued  from  page  29 

PURUP-ESKOFOT 

Denmark-based  Purup-Eskofot  also 
showed  a  newspaper  pnxluct  first  intro 
duced  at  this  summer’s  Imprinta  show  in 
Germany.  The  ImageMaker  Maestro/NP 
film  and  platesetter  claims  a  maximum 
speed  of  51  broadsheet  plates  an  hour. 

MONOTYPE  SYSTEMS 

Several  vendors  showed  upgrades  to 
products  first  presented  earlier  this  sum¬ 
mer  at  Nexpo.  Among  them  was  subur¬ 
ban  Chicagobased  Monotype  Systems, 
whose  Futuro  recorder  has  a  new  punch 
configuration  that  eliminates  the  need  to 
move  film  during  processing.  Futuro 
drums  now  are  customized  to  the  speci¬ 
fications  of  each  newspaper  and  are 
slightly  bigger  than  shown  at  Nexpo, 
Monotype  marketing  coordinator  Lori 
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Hackman  said. 

In  addition  to  Future,  which  can  be 
converted  for  imaging  plates.  Monotype 
signed  an  agreement  to  sell  Purup-Esko 
fot’s  DMX-2737  autoloading  metal  plate- 
setter  with  punch  and  its  scanners  — 
fn)m  the  desktop  1318  mcxlel  to  the  big 
Eskoscan  3648  with  C'.opyDot  technol¬ 
ogy  for  capture  of  prescreened  art. 

Print  97  also  was  the  first  showing  of 
the  NT  version  of  the  Scantex  Combo, 
which  combines  a  file,  print  and  OPl 
.server,  software  RIP  and  imposition. 

AUTOLOGIC  INFORMATION 
INTERNATIONAL 

Autologic  showed  its  compact  (Cres¬ 
cent  3030  laser  platesetter  with,  for  the 
first  time  in  North  America,  automatic 
loading  and  unloading.  Automatic  media 
transfer  is  accomplished  by  adding  load¬ 
ing  and  unloading  modules. 

ECRM 

E(CRM  and  Adobe  Systems  Inc. 
announced  an  agreement  to  develop  an 
Adobe  PostScript  3  raster  image  pnK'es- 
sor  for  use  in  E(CRM  imagesetters,  includ¬ 
ing  the  KmK'kOut  line  used  by  newspa¬ 
pers.  KncK'kout  is  now  available  in  a 
field-upgradable  version  that  comes 
without  head  and  tail  punches.  E(CRM 
also  gave  the  imagesetter  higher  resolu¬ 
tions,  3,048  and  3,356  dpi. 

The  new  RIP  is  to  include  E(CR.M 
screening  technology,  Adobe  PostScript 
3  capabilities  and  software  fn)m  Lucid 
Dream  Software,  the  E(CRM  contractor 
that  works  in  a  multi-threaded  Web- 
based  Queuepid  envin)nment. 

EASTMAN  KOOAK 

The  Direct  Image  thermal  printing 
plate  fn)m  Kodak  Pn)fessional,  which 
responds  to  laser  wavelengths  frem  7(K) 
to  1,2(K)  nanometers,  was  designed  for 
imaging  on  a  variety  of  platesetters. 
Kodak  said  the  daylight-handling  IRx 
plate  uses  aqueous  pnK’essing,  requires 
no  preheating,  gives  1%  to  99%  dots  at  a 
2(K)-line  screen  and  can  print  150,(KX) 
copies  (baking  can  extend  print  runs  to 
1  million  or  more). 

The  new  plate  was  imaged  on  a  vari¬ 
ety  of  machines,  including  (ierber’s  ('res¬ 
cent  3030,  Purup-Eskofot’s  DMX-2737 
and  Scitex’s  new  Lotem. 

INX  INTERNATIONAL  INK 

This  big  suburban  (Chicago-based  ink 
maker  for  sheet-fed  and  commercial  web 
printers  is  making  moves  into  the  news¬ 
paper  market  for  flexo  inks. 

INX  has  been  working  with  (CPS, 
which  had  been  a  captive  of  (ireater  Buf¬ 
falo  Press,  the  newspaper  comics  and 
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commercial  printer.  CPS  still  provides 
1(K)%  of  GBP’s  flexo  inks,  said  flexo 
product  manager  Don  Szwejbka  during 
an  interview  at  Print  97. 

Eor  the  past  18  months,  INX  has  been 
making  water-based  inks  for  testing  at 
the  Raleigh,  N.C.,  News  &  Obserfer.  The 
tests  have  gone  well,  Szwejbka  said.  Most 
impres-sively,  he  said,  the  N&<)  has  been 
able  to  run  its  standard  water-based  ink 
on  supercalendered  sheets  with  clean 
dots  and  no  setoff  or  buildup. 

“With  newspapers  doing  so  much 
commercial  work  and  four<-olor  work, 
we  feel  we’ve  got  something  to  offer,” 
Szwejbka  said.  “We  have  the  capacity,  the 
technology,  and  we  support  pn)bably  as 
well  as  anyone.” 

ASSOCIATEO  PRESS,  4-SIGHT 

The  Ass(K'iated  Press  announced  its 
AP  AdSEND  digital  advertising  delivery 
service  is  now  compatible  with  4-Sight’s 
iSDN  Manager.  AdSEND  has  installed 
several  ISDN  receive  units  at  its  (Cran- 
bury,  N.J.,  technology  center,  opening  up 
the  network  to  advertisers  and  prepress 
houses  that  already  use  4-Sight  to  elec¬ 
tronically  deliver  ad  materials. 

“Instead  of  requiring  individual  news¬ 
papers  to  install  ISDN  services  on  their 
own,  AdSEND  can  now  receive  the  file 
via  4-Sight  ISDN  and  forward  n)ute  to 
the  newspaper  over  AP’s  satellite  and 
terrestrial  networks,”  said  Tom  Brettin- 
gen,  AP  business  development  director. 

Woburn,  Mass.-b;iscd  4-Sight  also  sig¬ 
naled  its  intention  to  change  fn)m  .solely 
an  ISDN  company  to  one  that  moves 
data  in  any  way  customers  chtxvse. 

Though  Web  technology  remains  very 
expensive  to  be  done  with  any  speed  or 
security,  and  Wide  Area  Networks  have 
implementation  difficulties,  4-Sight  pres¬ 
ident  Lyndon  Stickley  .said  ISDN  is  devel¬ 
oping  an  enhancement  of  iSDN  Manager 
intended  as  a  universal  interface  for 
transmission  of  large  files  for  prepress. 

At  the  show.  Transmission  Manager 
was  demonstrated  sending  files  fn)m  a 
Mac  desktop  client  along  a  Dx:al  Area 
Network  to  a  Mac  or  NT  .server,  which 
delivers  to  a  remote  site  via  ISDN. 


Shop  Talk 

Continued  from  page  56 

at  the  d(H>r,  she  a.s.sured  me  those  were 
“aberrations”  and  that  “99.8  %  of  the 
hotels  delivered  the  papers  directly  to 
the  d(K)r  and  made  no  mention  of  com¬ 
plimentary'  anywhere  in  their  literature.” 
She  would  not  divulge  names  of  hotel 
chains  using  disclaimers,  or  their  distrib¬ 
ution  numbers,  she  did  cite  the  paper’s 
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six-month  publi.sher  statement  ending 
March  31,  1997.  For  that  peritxl,  USA 
Today  averaged  241,282  copies  Monday 
thru  Thursday,  253,592  Friday,  going  to 
hotel  guests  at  25<  each. 

What  once  separated  paid  circulation 
frem  unpaid  was  money,  as  in  someone 
actually  paying  for  the  paper.  The  differ¬ 
ence  between  paid  and  bulk  was  that 
paid  went  to  “individuals”  while  bulk  was 
purcha.sed  by  a  “third  party”  for  their 
guests  and  customers.  USA  Today  has 
gotten  an)und  both  lines  of  separation  by 
creating  a  nationwide  system  where 
hotels  distribute  hundreds  of  thousands 
of  papers  daily  to  guests  who  neither 
requested  nor  paid  for  them,  and  most 
importantly,  they  count  as  paid  single 
copy  sales. 

Question;  Since  USA  Today  says  all  par¬ 
ticipating  hotels  reference  the  cost  of  the 
paper  to  the  guests  at  25(,or  half  the  sin¬ 
gle  copy  price  in  most  markets,  in  the 
areas  where  the  paper  .sells  for  75t, 
.shouldn’t  all  customers  pay  half  the  sin¬ 
gle  copy  price,  or  37.5«,  instead  of  a 
quarter  to  be  recorded  as  paid  sales? 

Other  newspapers  can  build  paid  cir¬ 
culation  numbers  overnight  by  following 
the  steps  listed  below; 

♦  (contact  hotels,  apartment  com¬ 
plexes,  health  spas,  cable  companies  — 
and  any  other  businesses  that  have  a  con¬ 
tractual  relationship  with  their  cus¬ 
tomers  —  and  persuade  them  to  “dis¬ 
claim”  your  paper  in  those  contracts. 

♦  In  return,  previde  them  with  papers 
for  their  customers  at  little  or  no  cost. 
Remember,  once  they  include  the  dis¬ 
claimer  in  contracts,  these  busines.scs 
become  “dealers,”  and  no  AB(3  rules  gov¬ 
ern  what  a  paper  should  charge  to  deal¬ 
ers  and  independent  contractors,  unlike 
bulk,  where  papers  have  to  get  at  lea.st 
50%>  of  basic  price. 

♦  Dffer  to  pick  up  the  cost  of  adding 
the  di.sclaimer  to  contracts,  making  sure 
to  print  it  as  small  as  possible  and  place 
it  where  it  hxs  little  likelihotxl  of  being 
seen. 

♦  For  circulation  managemers  .seeking 
to  collect  bonuses  for  increasing  paid  cir¬ 
culation,  be  prepared  to  explain  why  all 
the  gains  are  not  pnxlucing  additional 
revenues.  Then  again,  your  publication 
can  now  charge  your  advertisers  higher 
rates  for  the  higher  paid  distribution,  so 
you  can  advance  to  (k)  and  collect  whole 
bunches  of  money. 

The  best  thing  about  these  tips  is  they 
are  1(X)%  AB('  legal.  You  can  give  away  xs 
many  copies  xs  your  prcs.ses  can  crank 
out  —  xs  long  xs  the  businesses  you  give 
them  to  include  a  preperly  worded  “dlv 
claimer”  on  the  contract  or  bill. 

('lentlemen,  start  your  pres.scs! 
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MW.  19th  Street  •  NewYotk.NY  l(K)M  •  Phone  (212)  frS-l^)  •  Fax  (212)  929-1 2S9 


FEATURES  AVAILABLE 


ASTROLOGY 


Weekly  -  Monthly  -  Camera  Ready 
Time  Data  Synd.  (8(X)1  322-5101 
http://www.time-data.com 
e-mail:  star20206time-data.com 


AUTOMOTIVE 


CAR  FEATURES  are  our  business:  Col¬ 
umns  avaibble  on  rood  tests,  car  care, 
auto  trivia/history.  (810)  573-2755. 


The  communication 
link  of  the 
newspaper 
industry  every 
week  since  18^. 


CELEBRITY  PROFILES 


“REEL  TO  REAL,”  the  weekly  celebrity 
profile  column  gives  your  readers  an 
up  close  and  personal  look  (real  fiace- 
to-(ace  interviews,  no  phoners  or  press 
junkets)  at  the  biggest  names  in  show 
business  -  Jane  Seymour,  Julia  Louis- 
Dreyfus,  Charlton  Heston,  Jay  Leno, 
Kathy  Ireland.  Pricing  is  flexible.  Call, 
(ax,  or  E-mail  (or  samples,  David  Fan- 
tie,  (414)  352-7966,  (414)  352-8598 
(fax).  E-mail:  davereel6execpc.com. 


ENTERTAINMENT 


“HCXLYWOOD-BEHIND- .  .HE- 
SCENES” 

by  award-winning  columnist.  Gossip, 
news,  pictures  in  (xst  format.  Camera- 
ready.  Competitive  rates.  Weekly. 

L.A.  Features  Syndicate  800-959-9977 


ABOUT  FOOD 

A  new  food  column  featuring  recipes, 
new  products  and  cooking  trends. 
(810)  751-0168/Avantil0546ool.com 


IN  A  NUTSHELL:  Florx>red  by  NSNC, 
NYPA.  Free  samples.  119  Washington 
Ave.,  Staten  Island,  NY  10314. 
http:/ / wvrw.h2net.net/ p/ nutshell 


MOVIE  REVIEWS 


MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  10941;  (914) 
692-4572.  Fax  (914)  692-831 1 . 
www.frontiemet.net/ -cineman 


PUZZLE  FEATURES  SYNDICATE 
The  Finest  In  Crossword  Puzzles 
Call  (800)  292-4308/(909)  766-7617 


_ PUZZLES _ 

BRAINSQUEEZE 

The  uhinKite  Word  Puzzle  producers 
FREE  pocket  vrith  sample  puzzles 
(409)  295-5794 
fax  (409)  295-9624 
PO  Box  1972,  Huntsville,  TX  77342 


RELIGION  NEWS 


FOR  AN  established  source  of  religion 
nevrs  that  fits  your  audierKe  and  your 
budget,  turn  to  EP  News.  For  more 
information  and  a  free  sample,  call 
(800)  257-4972 


Run  your  ad  for  12,  26 
or  52  issues  to  increase 
awareness  while 
benefitting  from  our 
low  contract  rates. 
CaU  (212)  675-4380 


ANNOUNCEMENTS 

NEWSPAPER  APPRAISERS 

NEWSPAPER  BROKERS 

74  YEARS  OF  EXPERIENCE 

See  Bolitho-Cribb  &  Assoc, 
display  od  this  page. 

BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
tor  sole  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 

ANNUAL  REPORTS/APPRAISALS 
KAMEN  &  CO.  GROUP  SERVICES 
(516)  379-2797/(813)  786-5930 

country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(813)  733-8053 

or  write  Box  3364,  Clearwater  Beach, 

FL  34630.  No  obligation  of  course. 

Appraisak/Brokerage 

Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 

Box  579,  LarKirum,  SC  29356. 

DORAAAN  E.  CORDELL 

Specially  Enterprises,  Inc. 

1 32^  Peyton  Drive 

Dalbs,  TX  75240 

C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 

1 23  NW  13th  St  ,  Suite  21 4-7 

Boca  Raton,  FL  33432 

(972)  960-0096 

GAUGER  MEDIA  SERVICE,  INC. 

David  Gauger  for  Appraisals  &  Sales 
P.O.  Box  627  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 

Confidential  Appraisals 
nationwide  since  1 959. 

W.B.  GRIMES  &  COMPANY 
(301)540-0636 

JAMES  W.  HALL,  JR. 

Newspaper 

Soles,  Appraisals,  Consultations 

Jim  Hall  Media  Services 

410  Elm  St.,  Troy,  AL  36081 

DAVID  R.  STILL 

Box  895,  Lawrenceville,  GA  30246 
(770)  962-8399  FAX  (770)  962-8640 

(334)566-7198 

Fax  (334)  566-0170. 

NEWSPAPER  BROKERS 


700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
P.O.  Box  442 
Clarksburg,  MD  20871 
Larry  Grimes-Pres.-(301 )  540-0636 
Ibm  Sexton,  NE  (800)  444-5297,  ext  1 94 
Wren  Barnett,  South  (704)  698-0021 
Stephen  Klinger-SWest/West, 
(505)  524-0122 


NEWSPAPER  BROKERS 


MEDIAAMERICA  BROKERS 
Lerxsx  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  Montclair,  CA  91 763 
(909)  626-6440  Fax  (909)  624-8852 


MICHAEL  D.  UNDSEY 
Experienced  -  Confidential 
6645-5  Redmont  CH,  Mesa,  AZ  85215 
(602)  807-7791  FAX  (602)  807-7795 


PHILUPS  MEDIA  SERVICES,  INC. 
Consultants-  Investments 
Management-Brokers 
P.O.  Box  3308 
Merrifield,  VA  221 16-3308 
(703)  846-8410  Fax  (703)  846-8406 


RICKENBACHER  MEDIA  CO. 
Your  broker  for  Southwest 
and  Middle  America. 
6731  Desco  Drive 
Dallas,  TX  75225 
(214)  265-9300 
Fox  (214)369-6496 


NEWSPAPER  BROKERS 


Bolltho-Cfibb  Report:  httpr/Awww.cribb.com  | 

r^rknfiHantial  Annraical  fnr  Bolitho-Cribb 


Confidential  Appraisal  for 
Estate,  ESOP,  Partners, 
Bank  Tax,  Stock,  Assets 

Ettmbll»h0d  In  1923 
1  Annette  Park  Drive,  Bozeman, 
MT  59715  e-mail:  |cribbOlmtn« 


&  Associates 

Nawepapar  Brokerage 
A  Appraieal 

406-586-6621 

Fax  406-586-6774 


NEWSPAPERS  FOR  SALE 


MASSACHUSETTS:  Lifestyle  magazine 
$205,000,  SOUTH  CAROLINA: 
Coastal  shopper  $175,000.  NEVADA: 
Senior  monthly  $100,000.  Moyo 
Communications,  (81 3)  971  -2061 . 


NEWSPAPERS  FOR  SALE 
UPPER  MIDWEST:  Nice  shopper  with 
stable  earnings  history.  Owner  retiring 
ofter  27  years.  Priced  to  sell  below 
gross.  Terms.  Rickenbacher  Medio, 
(214)  265-9300. 


UNDER  10%  DOWN,  easy  terms,  lor^ 
profitable  history,  only  weekly  in 
county.  Owners  retiring.  Bill  Berger, 
ATN,  Inc.,  (512)  476-3950,  1801 
Exposition  BM,  Austin,  TX  78703. 


NEWSPAPERS  WANTED 


AWARD-winning  Midwest  newspaper 
group  seeks  to  add  paid  newspapers 
to  its  group  of  fine  publications,  lorw 
dovm  payments  or  all-cash  available. 
Seeking  medium-sized  and  large 
circulation  quality  papers  and  groups. 
Management  welcome  to  st(»  in  place. 
All  regies  guaranteed  held  confiden- 
tiol.  Reply  to  Box  071 48,  Editor  &  Pub¬ 
lisher. 


PUBUCATIONS  FOR  SALE 


GLOSSY  BI-WEEKLY  city  tabloid  mag¬ 
azine  (or  sole  serving  a  highly  affluent 
Southern  California  ma^et.  Solid, 
profitable  history  with  a  prestigious  ad 
base.  Contact  the  Andrew  Lawler 
Company  at  (714)  631-7660. 

The  great  virtue  of  man  lies  in  his  ability 
to  correct  his  mistakes  and  to  continually 
make  a  new  man  of  himself. 

Wang  Yang  Ming 
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EQUIPMENT  &  SUPPLIES  | 

CAMERA  &  DARKROOM 

PREPRESS 

SQUeeze  Lenses 

Herb  Corlbom  -  CK  Optical 
(310)  372-0372. 

SCITEX  EQUIPMENT  j 

Raystar  with  spare  parts,  prism  32  j 

workstation,  smart  scanner.  Contact  : 

Bill  Masucci,  (51 6)  843-2265  j 

MAILROOM 

TWO  (2)  K  &  F  Additive  Plate  Pro-  j 

2  UNES  5  into  1  Muller  Martini  227 
inserting  machines  will  sell  all  ar  odd 
on  pockets,  as  is  rebuilt  or 
remanufactured.  Call  Andrew 

cessors  (XPA).  Two  years  old.  Avail-  | 
able  October  1st.  Contact  Paul  j 
Schafer,  The  Sookesman-Review,  • 
Spokane,  WA  TEL:  (509)  459-5069;  : 
FAX  (509)  459-3940 

(903)  596-6250 

PRESSES  1 

MAILROOM  EQUIPMENT 

Standlee  and  Associates,  Inc. 
(407)273-5218  Fax  (407)  273-901 1 

8/u  Color  King  w/KJ8  folder,  1978  ; 
but  rebuilt  1995  w/all  new  cylinders,  i 
running,  best  offer,  (913)  362-01 1 9.  i 

PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fax  (770)  590-7267 


Refurbished  add  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  MidAmerica  Graphics  at 
(800)  356-4886, 


NEWSPRINT  FOR  SALE 


30#  -  28#  -  25#-  22  1  /2#  -  ALL  SIZES 
BEHRENS  INTERNATIONAL  -  N.B.  CA 
(71 4)  644-2661 ,  Fax  (714)  644-0283 


QiuRcy  tfiM  makes  an  impression  wor1<fwkle 

'M^ORlenTrig 

Select  from: 

[  S  , !  □  Compieto  Presses 
\J  O  Additions  to  Existing  Presses  qI^ 
O  3-color  Seletiites 

r~|  O  4-Hi  Arrangemeols  "Sj 

□  Stacked  Units 

\  O  Integral  Roll  Stand  Units 
^J\  0  Half  and  Quarter  Folders 

I  YJ  O  Cutoff  20"  -  21%’  •  22"  -  22%*  if2>r 

□  ie.500to30,000IPH 

SALES  •  SERVICE  -  PARTS  A  |  XA 
Phone;  (770)  552-1528  MLIM 
Fax:  (770)  552-2669  GRAPHC5  i 


FOaOWlNG  IS  A  BRIEF  DESCRIP¬ 
TION  OF  A  FEW  OF  THE  PRESSES 
INLAND  IS  CURRENTLY  OFFERING 
•5-unit  HARRIS  N-1650,  22  3/4"  cut¬ 
off,  double  2:1  folder,  left  &  right  hand 
units,  clean  &  in  good  condition  - 
1977. 

•METROUNER  mono  unit,  45"  RTP's  & 
Y  columns  -  22  3/4",  like  new. 

•4-unit  GOSS  URBANITE  -  1982/75 
vintage  -  22  3/4"  cut-off.. 

•GOSS  COMMUNITY  SSC  press  with 
8  floor  units  &  2  U.O.P.  units;  SSC 
folder  w/u.f.  &  two  60  HP  motors  &  con¬ 
trollers  -  22  3/4". 

•5-unit  HARRIS  VI 5D,  JF25  &  75  H  P. 
motor  -  1981 

•Add-on  units  for  most  makes  and 
models. 

INLAND  NEWSPAPER  MACHINERY 
CORPORATION 

(91 3)  492-9050  Fax  (91 3)  492-621 7 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fax  (770)  552-2669 


OFFERED  FOR  SALE: 

10-unit  Goss  Urbanite  U-1047  series 
press  (5  floor  units,  4  stacked)  with  3- 
Color  unit;  2  folders,  upper  former,  6 
rollstonds,  and  press  drives. 

(913)  541-8886 
Inter-Continental  Graphics,  Inc 


WANTED  TO  BUY 


IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (816)  887-2762. 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  ar  Al  Taber 
ALTA  Graphics  IrK. 

(770)  428-5817  Fox  (770)  590-7267 


NEWS 

MAKES  THE  DIFFERENCE 

•  Editor  &  Publisher  is 
NOT  a  monthly  journalism 

review. 

•  Editor  &  Publisher  is 
NOT  a  monthly  association 

house  organ. 

•  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering 
the  newspaper  industry. 

NEWS  makes  the  difference 

(212)  675-4380 


INDUSTRY  SERVICES 

CIRCULATION  CONSULTANTS 

CIRCULATION  SERVICES 

X>HN  A.  BURKE 
Advisor/Catalyst 

Marketing  Strategies  Employee  Training 
NY  *  NJ  •  PA 

Call/Fax  (516)  588-2735 

BLENKARN 

Your  Telemarketing  Partner  i 

JEFF  BLENKARN  (6 1 6)  458-66 1 1  j 

CIRCULATION  2000  INC.  \ 

ROSE  CONSULTING  -  John  C.  Rose 

Staff  Evaluation/Education/Training 
Systems  Analysis/redesign 
Innovative  Marketing 

Outside  Crew  Sales,  Turn-Key  1 

Alternative  Start  Pressure  : 

Storefronts  &  Seminars  : 

(800)  798-5667  j 

E-mail;  CIRC2000@aol.com 

Call  (205)  435-0581 

CIRCULATION  DEVELOPMENT  SOUTH  1 
Comploint  free  telemarketing  w/qualily  • 
subscription  sales  and  guaranteed  col-  ■ 

CIRCULATION  SERVICES 

“36  YEARS  IN  TELEMARKETING" 

lections.  Nationwide.  (800)  844-3581 

METRO  NEWS  SERVICE,  INC. 

“ResponseABILITY” 

Nationwide  TELEMARKETING 
(800)  950-8475 

Horace  Southward 

GROVYING  NIE  &  HOME  DEUVERY  1 

CIRCULATION  IS  SPECTRUM'S  1 

BUSINESS  -  CAa  DOUG  REESE  j 

(800)  972-6778  ! 

17  OFFICES  NATIONWIDE 
CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 


CIRCULATION  SERVICES 


“Whatever  it  takes 
to  satisfy  customers  - 
yours  and  ours.” 
1-800-327-8463 


HEADUNE  PROMOTIONS  INC. 
Telemarketing  Programs 
Designed  to  respond  to  your  needs. 
Dennis  McQuillan  (800)  260-9823 


LEVIS  NATIONAL,  INC. 
SINCE  1968 

“We  Deliver  More  Homes  to 
Your  Newspaper” 
Guaranteed  Quality  Telemarketing 
1  (800)  889-9054 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


CIRCULATION  SERVICES 


TELESERVICE  TECHNOLOGIES,  INC. 
Serving  America's  finest  newspapers. 
Subscription  sales,  renevral  programs, 
customer  surveys 
Call  1-888-TST-SELL,  today 


THE  PHONEROOM  DCOOR 
Is  making  house  calls  to  increase  sales 
in  your  phoneroom/call  center.  This  is 
no  “consulting  job,”  this  is  hands-on 
sales  training  for  your  Telemarketing 
Manager  and  their  telemarketers. 
Excellent  rates!  Excellent  results!  Call 
the  phoneroom  doctor  now: 

800-274-1004 


COMPUTER  SERVICES 


SOFTWARE  (or  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel;  (303)791-3301 
http://www.(akebrains.com/scout. 


DISTRIBUTION  SERVICES 


DISTRIBUTION  OF  PUBUCATIONS 
TO  NEWSSTANDS  ACROSS  THE  USA 
Dove  Chilton  (800)487-6397 
AUSTIN  NEWS  SERVICES  (National) 


MAILROOM  SERVICES 


LOUIS  ALUS  DRIVE  PROBLEMS? 
New  Drive  Controller  Conversions 
For  848,  1 372,  1 472  Inserters 
-Direct  Replacement- 
TDControls  Inc,  (610)  691-3613 


PRESSROOM  SERVICES 


Standard  Electric  &  Engineering: 

The  Industry's  Standard 

ELEQRICAL  PROBLEMS? 

ADDING  OR  STACKING  UNITS? 
ADDING  TOWERS? 

DRIVE  PROBLEMS? 

We  provide: 

TROUBLESHOOTING  SERVICES 
MANUFACTURE  OF 
CUSTOM  EQUIPMENT 

EQUIPMENT  INSTALLATION 

Standard  Electric  &  Engineering  Com¬ 
pany  Inc.  has  been  the  Full  Service 
Electrical  Shop  for  the  Web  Printing 
Industry  for  over  30  years. 

We  specialize  in  “No  Down  time.  No 
Missed  Production”  drive  retro-fits  for 
single  and  double  width  presses.  We 
work  with  DC  or  modern  AC  drives 
and  are  the  only  compony  to  have  suc¬ 
cessfully  retro-fitted  AC  drives  onto 
doublewidth  printing  presses. 

STANDARD 

ELEQRIC  &  ENGINEERING 
COMPANY  INC. 

930  Linden  Avenue 

South  San  Francisco,  CA  94080 
(800)  439-6503 
Voice:  (415)  952-6500 
Fox:  (415)  952-0102 
e-mail;  seecol@msn.com 

“Standard  Electric  &  Engineering: 
The  Industry's  Standard" 


Call  us  about  our  low  contract  rates! 
(212)  675-4380  ext.  170,  171 
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INDUSTRY  SERVICES 


PRESSROOM  SERVICES 

DO  YOU  NEED  HELP  ON  YOUR 
ELEaRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hr.  line 
(505)  842-1357 
P.O.  Box  1952 
Albuquerque,  NM  87103 

He  who  has  lost  confidence  can  lose 
nothing  more 

Boisle 


PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
ductwork? 

Doily  Service  Contracts 
One  Time  Service 
ALL  VYORK  DONE  TO  YOUR 
COMPLETE  SATISFAaiON! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALLTOa  FREE  (800)  657-21 10 

SUBSCRIBER  CONVENTION  PREMIUMS 

POCKET-SIZE  RECORD  ORGANIZERS 
Health,  Financial,  Entertainment 
Informative  Amenities  (800)  553-3886 


NEWSPAPER  EXECUTIVE  SEARCH 


NEWSPAPER  EXECUTIVE  SEARCH 


Established  1975 

“Executive  search,  recruitment  and 
placement  services.. .to  fit  your  needs.” 

Haas/Watkins  &  Associates 
713-977-8955  Fax  713-777-0910 


HELP  WANTED 


; _ ACADEMIC _ 

ASSISTANT  EDITOR/WRITER 
OHIO  UNIVERSITY  NEWS  SERVICES 
AND  PERIODICALS 

AVAILABLE:  Immediately  following 
search. 

SALARY:  Minimum  $30,000,  com¬ 
mensurate  with  experience.  Excellent 
benefits  package. 

MINIMUM  QUALIFICATIONS:  Evi¬ 
dence  of  excellent  command  of  English 
in  editing  and  writing  samples.  News¬ 
paper  or  magazine  experience 
required.  Design  competence  preferred 
in  tobloid,  newsletter,  magazine  and 
online  formats.  Familiarity  with  univer¬ 
sity  life  and  work  and  experience  in 
university  communications  office  is 
desirable.  A  demonstrated  ability  to 
cultivate  story  ideas  and  place  triose 
stories  in  news  media.  A  bachelor's 
degree  in  English  or  journalism  and 
three  years  experience  working  under 
tight  deadlines. 

RESPONSIBILITIES:  Serve  as  assistant 
editor  for  university  periodicals,  includ¬ 
ing  those  for  alumni,  faculty-staff,  uni¬ 
versity  officials  and  parents  of  under- 
roduates.  Cover  beat  areas  to  be 
etermined,  and  write  feature  and 
news  stories  for  all  publications.  Write 
press  releases  and  story  pitches  for 
regional,  national  and  international 
news  media. 

INTERVIEWER:  Send  cover  letter, 
resume,  five  clips  and  names, 
addresses  and  telephone  numbers  of 
three  references  to  Bryan  McNulty, 
Director,  Ohio  University  News  Ser¬ 
vices  and  Periodicals,  Scott  Quad  1 64, 
Athens,  OH  45701-2979.  No  phone 
calls,  please. 

APPLICATION  DEADUNE: 

November  1 ,  1 997 

Affirmative  Action/Equal  Opportunity 
Employer.  Applications  are 
encouraged  from  women,  minorities, 
veterans  and  persons  with  disabilities. 


_ ACADEMIC _ 

MASSACHUSETTS 
INSTITUTE  OF  TECHNOLOGY 

DIREaOR  OF  KNIGHT  SCIENCE 
JOURNAUSM  FEUOWSHIPS 

The  Massachusetts  Institute  of 
Technology  seeks  a  Program  Director 
for  the  Knight  Science  Journalism  Fel¬ 
lowships,  to  start  July  1 998. 

The  Director  should  be  a  distinguished 
science  journalist  with  demonstrated 
administrative  and  fund-raising 
abilities.  He  or  she  should  be  Interested 
in  improving  the  standards  of  pro¬ 
fessional  excellence  in  journalism;  in 
emerging  trends  in  science, 
technol^y,  and  medicine;  in  uses  of 
the  new  media;  in  sociology  and  his¬ 
tory  of  science  and  technology;  and  in 
promoting  the  public  understanding  of 
science.  It  is  desirable  that  the  Director 
have  experience  in  teaching  science 
journalism.  Responsibilities  of  the 
Director  include  recruiting  mid-career 
science  journalists  and  organizing  the 
Program's  twice-weekly  seminar  series. 

The  Knight  Science  Journalism  Fellow¬ 
ships  are  part  of  the  Program  in 
Science,  Technology  and  Society, 
which  is  located  in  MIT's  School  of 
Humanities  and  Social  Science. 

Please  submit  a  resume  or  a  curriculum 
vitae,  a  letter  specifying  qualifications 
and  interest  in  the  position,  and  the 
names,  addresses,  and  telephone  num¬ 
bers  of  three  references  by  November 
1,1997  to: 

Dean's  Office 
School  of  Humanities  and 
Social  Science 
MIT 

Building  E5 1-255 
77  Massachusetts  Avenue 
Cambridge,  MA  02139-4307 

MIT  is  an  equal  opportunity,  affirma¬ 
tive  actian  employer  ond  encourages 
applications  from  women  and  minority 
candidates. 

http:/ / web.mit.edu/shss/ www/ 


ACADEMIC 


ACADEMIC 


THE  STATE  UNIVERSITY  OF  NEW  JERSEY 

RUTGERS 

DEAN  SCHOOL  OF  COMMUNICATION,  INFORMATION,  AND  LIBRARY  STUDIES 

Rutgers,  The  State  University  of  New  Jersey,  is  the  state's  land  grant  institution,  a 
Carnegie  classification  Research-1  university  and  a  member  of  the  Association  of 
American  Universities.  The  University  enrolls  approximately  48,000  undergradu¬ 
ate  and  graduate  students  on  three  campuses. 

Located  in  New  Brunswick,  The  School  of  Communication,  Information  and 
Library  Studies  is  a  multi-disciplinary,  professional  school  including  the 
Departments  of  Communication;  Journalism  and  Mass  Media;  and  Library  and 
Information  Studies;  and  the  Journalism  Resources  Institute.  The  School's  45  full¬ 
time  faculty  members  provide  instruction  to  some  1 ,200  undergraduate  majors  in 
communication  and  journalism  and  to  over  500  graduate  students  in  the  Master 
of  Library  Service  and  the  Master  of  Communication  and  Information  Studies  pro¬ 
grams,  as  well  as  the  Ph.D.  program  in  communication,  information  and  library 
studies.  The  School  also  offers  professional  development  opportunities  to  practi¬ 
tioners  in  fields  related  to  its  mission  and  incorporates  technological  innovation 
and  distance  education  as  integral  components  of  its  instructional  programs. 
Annual  operating  budgets  for  the  School  total  about  $4  million. 

The  Deon  is  the  chief  executive  officer  of  the  School  and  reports  to  the  University 
Vice  President  for  Academic  Affairs.  The  Dean  provides  academic  leadership  and 
vision  for  the  School,  which  includes  administering  the  academic  and  research 
programs,  fostering  multi-disciplinary  coibboration,  managing  the  budget,  and 
engaging  in  fund  raising  and  development  activities.  A  candidate  must  hove  a 
clear  commitment  to  excellence  in  undergraduate  education  and  graduate  study 
in  communication,  journalism,  information  and  library  studies,  scholarly 
research,  national  and  international  initiatives,  and  technological  advancement. 
Rutgers,  seeks  a  dynamic  leader  of  national  stature  with  demonstrated  abilities  in 
research,  teaching,  administration,  and  community  service.  We  encourage  appli¬ 
cations  from  those  with  traditional  acodemic  or  related  professional  experience. 
The  successful  candidate  must  possess  excellent  communication  skills  to  articulate 
the  School's  mission  for  students,  faculty,  alumni,  external  agencies,  private  sec¬ 
tor  industry,  and  other  constituent  and  relevant  bodies.  A  candidate  must  qualify 
for  academic  appointment  as  a  full  professor  with  tenure  in  a  department  of  the 
School. 

The  effective  date  of  appointment  is  July  I,  1998.  Nominations  and  applications, 
accompanied  by  a  letter  discussing  the  candidate's  relevant  experience  and 
accomplishments,  a  curriculum  vitae,  and  the  names  of  five  references,  should  be 
sent  by  November  1,  1997  to: 

Chair,  SCILS  Dean  Search  Committee 
OKice  of  University  Academic  Affairs 
Old  Queen's  Building  Room  305 
Rutgers,  The  State  University  af  New  Jersey 
New  Brunswick,  New  Jersey  08903-5062 
Rutgers  is  an  Equal  Opportunity/ Affirmative  Action  Employer 
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ACADEMIC 


ADMINISTRATIVE 


XXIRNAUSM,  tenure-track  assistant  pro¬ 
fessor  storting  AY  1998-1999.  Teach 
PR,  advertising  courses  in  addition  to 
basic  editing  and  news  writing  classes. 
Other  courses  within  the  applicant's 
areas  of  expertise  are  possible. 

Ph.D.  preferred  with  substantial 
practical  PR  and  news  media  experi¬ 
ence.  MA  acceptable  with  recent  cor¬ 
porate,  institutional  or  PR  agency  ex¬ 
perience.  Professional  news  media 
experience  required.  Teaching  experi¬ 
ence  preferred.  Multimedia  expertise  a 
plus. 

Refer  to  Recruitment  Code  #  83023 
and  send  letter  of  application,  resume, 
three  current  letters  of  reference,  and 
official  transcripts  to  Dr.  Nishan 
Havandjian,  Head,  Journalism 
Department,  Cal  Poly  State  University, 
San  Luis  Obispo,  CA  93407.  Applica¬ 
tions  must  be  postmarked  by  October 
31,  1997. 

Cal  Poly  is  strongly  committed  to 
achieving  excellence  through  cultural 
diversity.  The  university  actively 
encourages  applications  and  nomina¬ 
tions  of  women,  persons  of  color,  appli¬ 
cants  with  disabilities,  and  members  of 
other  underrepresented  groups. 

AA/EEO 

ACCOUNTING 

EXPERIENCED  ACCOUNTING  MAN¬ 
AGER  for  corporate  position  with  o 
newspaper  group.  Responsible  for  gen¬ 
eral  ledger,  payroll,  A/R,  A/P,  fixed 
asset  accounting,  monthly  financial 
statements,  procedural  development 
and  review,  annual  audit,  staff 
supervision  and  reviews.  Will  manage 
day-to-day  activities  and  long  range 
needs  of  department.  Reports  to  V.P.  of 
Finance.  College  degree  in  Accounting 
or  Business  Administration  and  3  years 
experience  required.  Send  resume  to 
Box  08277,  Editor  &  Publisher. 

ADMINISTRATIVE 

PUBLISHER,  Zephyrhills,  Florida,  paid 
4,000  weekly.  Competitive.  Applicant 
should  have  newspaper  ad  and  man¬ 
agement  background.  Salary,  bonus, 
car  allowance,  health  insurance, 
401  (k).  Fax  resume  and  salary  history 
to  Republic  Newspapers,  Inc,  (423) 
675-0675. _ 

PUBLISHER,  Jessamine  (KY)  Journal, 
group  owned  paid  5,000  weekly.  Non¬ 
competitive  market.  Applicant  should 
have  newspaper  ad  and  management 
background.  Salary,  bonus,  car  allow¬ 
ance,  health  insurance,  401  (k).  Fax 
resume  and  salary  history  to 
(423)  675-0675 


PUBLISHER  sought  for  o  growing  6  day 
AM  publication  in  one  of  Aransas' 
finest  cities.  Thriving  economy,  tremen¬ 
dous  retail  growth,  strong  newspaper 
operation.  Successful  applicant  must  be 
a  leader  with  good  business  and 
marketing  skills,  and  ready  to  become 
involved  in  a  great  community.  Salaty/ 
performance  bonuses,  great  benefits 
package.  Contact  David  Mosesso,  The 
Daily  Citizen,  P.O.  Box  1379,  S^rcy, 
AR  72145.  (a  division  of  Paxton 
Media  Group) 


GENERAL  MANAGER/ 
REGIONAL  BUREAU 

The  Times-News,  a  rapidly-growing, 
24,000  circulation,  seven-day  daily 
newspaper  serving  nine  counties  in 
Southern  Idaho,  seeks  a  general  man¬ 
ager  for  its  zoned  edition  in  nearby 
Burley,  Idaho. 

Responsibilities  include  sales  manage¬ 
ment  and  oversight  of  the  circulation 
efforts  as  well  as  input  on  news  and 
editorial  content.  We  have  a  10- 
person  staff  in  a  modern,  professional 
office.  Our  zoned  edition  covers  two 
counties  and  has  rapidly  grown  since 
its  introduction  in  1 995. 

Applicants  should  have  a  college 
degree,  newspaper  sales  management, 
and  other  related  newspaper  experi¬ 
ence.  Applicants  should  have  a  desire 
to  work  in  a  small.  Intermountain  city, 
close  to  abundant  outdoor  recreation, 
a  nearby  ski  mountain  and  great  hunt¬ 
ing  and  fishing.  It  is  a  conservative, 
family  community. 

The  Times-News  offers  competitive 
salary  and  a  full  range  of  benefits 
including  health  care  and  a  401  (k). 

Resume  and  letters  of  reference  should 
be  mailed  to  Mary  Karren,  human 
resources  coordinator,  P.O.  Box  548, 
Twin  Falls,  ID  83303  or  fax  to  (208) 
733-3727. 

ADVERTISING 

ADVERTISING  SALES  MANAGER 
Large  weekly  shopper  85,000  weekly. 
Excellent  salary  and  weekly  and 
monthly  bonus.  Call  K.  A.  Lesnar,  Pres¬ 
ident  (605)  339-3633  South  Falls,  SD. 


ADVERTISING  DIREaOR 
The  Times,  of  Northwest  Indiana, 
Howard  Publications  flagship  newspa¬ 
per,  seeks  an  innovative  Ad  Director 
for  its  Porter  County  editions.  Lead  and 
coach  a  dynamic  and  highly  talented 
sales  team  in  a  fast  growing  upscale 
market  one  hour  from  Chicago.  Send 
resume  to  Jack  Palmer,  publisher.  The 
Vidette-Times,  1111  Glendale  Blvd., 
Valparaiso,  IN  46383. 


_ ADVERTISING _ 

ADVERTISING  DIRECTOR  for  estab¬ 
lished,  dominant  mid-sized  daily  in 
fast-growing  market.  Looking  for 
aggressive  can-do  leader  with  well- 
developed  advertising  management 
and  organizational  experience.  We 
want  an  innovator  with  the  ideas, 
abilities  and  execution  skills  to  capi¬ 
talize  on  this  growth  opportunity.  The 
elements  ore  in  place  for  big  success. 
If  this  challenge  inspires  you,  and  you 
want  to  live  in  one  of  America's  most 
livable  cities  for  a  Pulitzer  Community 
Newspaper,  please  send  cover  letter 
and  resume  to  Publisher,  The  Daily 
Herald,  P.O.  Box  717,  Provo,  UT 
84603.  Or  fax,  (801)  344-2982.  Com¬ 
petitive  compensation  and  benefit 
package. 


ADVERTISING  DIREQOR 

The  Intelligencer  of  Doylestown,  Penn¬ 
sylvania  is  seeking  an  experienced 
candidate  with  planning,  implementa¬ 
tion,  training  and  marketing  skills  to 
become  Advertising  Director. 

The  Intelligencer  is  a  mid-40,000 
circulation  Sunday  through  Friday  AM 
newspaper  located  in  upscale  Bucks 
County  (suburban  Philadelphia). 

Send  resume  to  Publisher  Charles  P. 
Smith,  The  Intelligencer,  333  North 
Broad  Street,  Doylestown,  PA  1 8901 . 
FAX  (215)  345-3150 


ADVERTISING  MANAGER 
The  Daily  Republic,  a  12,500  Monday 
through  Saturday  AM  newspaper,  has 
an  op>ening  for  an  aggressive,  creative 
person  to  lead  an  1 1  -person  advertis¬ 
ing  department.  The  ideal  candidate 
will  have  a  broad  newspaper  sales 
background,  strong  presentation  skills, 
and  a  dynamic  personality.  Send 
resumes  to  Publisher,  P.O.  Box  1288, 
Mitchell,  SD  57301 . 


CLASSIFIED  ADVERTISING  MANAGER 

The  Fayetteville  Observer-Times,  a 
southeastern  NC  75,000  daily,  is  look¬ 
ing  for  a  classified  advertising  man¬ 
ager.  This  position  will  be  responsible 
for  leading  a  staff  of  3  outside,  and  1 0 
inside  classified  sales  representatives. 
Duties  include  planning,  coordinating, 
and  implementing  sales  events, 
revenue  budgets  and  services. 
Develop  and  provide  training  for  staff. 
Develop  and  implement  operational 
and  capital  plans.  Position  works  with 
retail  advertising  manager  and  reports 
directly  to  the  advertising  director. 
Candidates  must  have  3  to  5  years 
classified  management  experience. 
Great  opportunity  with  a  progressive 
family  owned  newspaper  company  in 
a  great  area  of  the  country  to  live  and 
raise  a  family. 

Send  letter  and  resume  to: 

John  F.  Holmes 
Personnel  Director 
P.O.  Box  849 
Fayetteville,  NC  28302 


_ ADVERTISING _ 

ADVERTISING  SALES  MANAGER 
The  Newspapers  of  WestGeorgia,  a 
division  of  Paxton  Media  Group,  Inc., 
seeks  an  Advertising  Sales  Manager  to 
join  our  growing  organization.  Located 
just  west  of  Atlanta,  we  are  located  in 
one  of  the  fastest  growing  areas  of  the 
nation.  We  are  looking  tor  candidates 
that  possess  strong  selling  skills  in  both 
retail  and  classifiM  advertising,  as  well 
as  experience  in  staff  development  and 
group  marketing.  We  offer  an  excellent 
compensation  and  benefits  package  as 
well  as  an  opportunity  to  grow  with  one 
of  the  fastest  growing  newspaper 
organizations  in  the  Southeast. 
Interested  candidates  should  forward 
their  resume  to:  The  Newspapers  of 
WestGeorgia,  P.O.  Box  1586, 
Douglasvifle,  GA  301  33  Attn: 
L.Woolsey.  No  phone  calls,  please. 

ADVERTISING  MANAGER  -  Needed 
for  a  South  Carolina  36,000  direct 
mail  shopper  in  a  high  growth  com¬ 
petitive  market.  Solid  staff  in  place 
and  willing  to  work  for  a  motivated 
manager.  Prior  advertising  experience 
required.  Strong  benefit  package  with 
401  (k).  Opportunity  to  move  to  pub¬ 
lisher  within  group.  Send  resume  ond 
cover  letter  immediately  to  Edwards 
Publications,  125  Eagles  Nest  Drive, 
Seneca,  SC  29678  or  rax  to  (864)  882- 
3718. 


CLASSIFIED  ADVERTISING  MANAGER 
The  Hartford  Courant,  America's  oldest 
continuously  published  newspaper,  is 
seeking  a  highly  motivated  and 
innovative  leader  to  become  an  inte¬ 
gral  part  of  our  Advertising  Depart¬ 
ment.  The  qualified  candidate  must 
have  a  proven  track  record  in 
Classified  management,  excellent  writ¬ 
ten  and  oral  communication  skills,  and 
the  ability  to  develop  and  motivate  a 
sales  and  managerial  staff. 

Responsibilities  include  direct  man¬ 
agement  of  the  Classified  Ad  depart¬ 
ment  as  well  as  development  of  new 
products  and  revenue  generating 
ideas.  We  are  looking  for  a  creative 
individual,  experienced  in  all  aspects 
of  classified,  who  has  demonstrated 
success  at  innovating  strategies  for 
growth  in  a  competitive  market.  This  is 
an  excellent  opportunity  to  work  for  an 
innovative  organization. 

We  offer  a  competitive  compensation 
and  benefits  package.  Reply  with 
resume,  cover  letter  and  salary  require¬ 
ments,  including  position  title  to:  The 
Hartford  Courant,  Employee  Svcs  and 
Community  Affairs,  285  Broad  Street, 
Hartford,  a  061 15.  EOE 

The  Hertford  Courant  Is  An  Equal 
Opportunity  Employer  Committed  To 
Workforce  Diversity 


E&P*s  Classified 


The  newspaper 
industry's 
meeting  place. 
(212)  6754380 


It's  0  classified  Secret- We 7/  never  reveal  the  identity  of  an  E&P 
box  holder.  If  you  don't  wont  your  reply  to  go  to  certain  newspapers 
(or  companies),  seal  your  reply  in  an  envelope  addressed  to  tfie  E&P 
Classified  Advertising  Department  with  an  attached  note  listing  the 
newspapers  or  companies  you  do  not  want  the  reply  to  reach.  If  the  Box 
Number  you're  answering  is  on  your  list,  we'll  aiscard  your  reply. 
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CLASSIFIED  ADVERTISING  MANAGER  I  MAX3R  ACCCXJNT  SALES 


Northwest  Herald,  in  Crystal  Lake,  IL., 
is  in  need  of  a  person  to  take  charge  of 
our  classified  advertising  department, 
its  increase  in  revenues  and  its  10-12 
employees.  We  need  a  person  to  be 
accountable  for  people,  product  and 
processes,  and  be  capable  of  decision 
making  and  problem  solving  with  both 
staff  and  clients  in  a  time  sensitive 
environment.  Newspaper  background 
necessary.  Some  management  experi¬ 
ence  helpful.  EOE.  Please  forward 
resumes  and  salary  requirements  to 
Box  08272,  Editor  &  Publisher. 

CLASSIFIED  MANAGER 

Strong  community  newspaper,  23,000 
circulation,  7  days,  is  looking  for  a 
highly  motivated  and  creative  classified 
manager  to  head  up  a  staff  of  six. 
Individual  will  be  responsible  for  the 
direction  of  the  department  sales 
CKtivity  through  forecasting,  organizing 
and  coordinating  to  achieve  defined 
objectives. 

Qualified  candidate  must  have  proven 
soles  and  leadership  experience  in 
advertising  media,  also  strong  written 
and  oral  communication  skills  to  indi¬ 
viduals  and  groups.  Reply  in  con¬ 
fidence  to  Box  08275,  Editor  &  Pub¬ 
lisher. 

NATIONAL  SALES  AAANAGER 
Cox  Ohio  Publishing  is  seeking  an 
aggressive,  goal-oriented  National 
Soles  Manager  who  will  be  responsible 
for  all  national  advertising  sales  for 
both  the  Dayton  Daily  News  (160,000 
daily,  219,000  Sunday)  and  the 
Springfield  News-Sun  (37,000  daily, 
43,000  Sunday)  in  a  1,000,000-t 
sized  market.  The  successful  applicant 
will  also  manage  the  Dayton  Daily 
News  co-op  department,  working 
closely  with  the  retail  sales  staff  in 
developing  new  co-op  revenue 
opportunities. 

Experience  in  sales  to  the  travel  indus¬ 
try,  direct  response  advertisers,  co-op 
advertisers,  and  the  tele¬ 
communications  industry  required. 
National  sales  management  and 
special  section  sales  management  pre¬ 
ferred.  Applicant  will  work  closely  with 
an  outstanding  internal  market 
research  department  to  grow  revenue 
in  targeted  national  categories. 

The  Dayton  Daily  News  will  be  open¬ 
ing  a  new  printing  and  preprint  prod¬ 
uction  facility  in  1999,  offering  the  suc¬ 
cessful  applicant  an  opportunity  to  help 
develop  our  products  (or  the  future. 

Please  call  Andy  Blizzard,  retail 
advertising  manager,  at  (937)  225- 
2074  with  any  questions  or  respond  in 
writing  to: 

Retail  Advertising  Department 
Dayton  Daily  News 
4lh  and  Ludlow  Streets 
Dayton,  OH  45401 
Attn:  Andy  Blizzard 
Equal  Opportunity  Employer 


The  Oregonian,  Portland  OR  has  a 
key  opening  for  an  outside  sales 
representative  on  the  Transportation 
Team  in  the  Classified  Advertising 
Department.  Part  of  the  Newhouse 
Newspaper  Group,  The  Oregonian  is 
the  largest  daily  newspaper  in  the 
Pacific  Northwest  and  serves  a  pre¬ 
mier,  expanding  growth  market  with 
daily  circubtion  of  346,078  and  Sun¬ 
day  circulation  of  439,900. 

Candidates  will  have  a  minimum  three 
years  of  outside  sales  experience. 
Major  Accounts  Automotive  experience 
preferred.  Requires  proven  selling  skill 
supported  by  excellent  communication, 
negotiation,  customer  service,  and 
formal  presentation  skills. 

Competitive  salary,  bonus  and 
excellent  benefits.  Mail  cover  letter, 
resume,  and  references  by  September 
17,  1997  to: 

Human  Resources  Department 
The  Oregonian 
1 320  SW  BroacKvoy 
Portland,  OR  97201 

Equal  Opportunity  Employer 
SALES  MANAGER 

The  Colorado  Springs  Gazette  has  an 
excellent  career  opportunity  in 
classified  advertising  for  a  proven 
telemarketing  sales  manager.  This  posi¬ 
tion  will  include  responsibility  for  our 
classified  inbound  division  and  will 
develop  an  outbound  telemarketing 
division  to  sell  multi-media  classified, 
retail,  and  new  media  advertising 
products. 

The  successful  candidate  will  be  an 
excellent  communicator,  trainer, 
motivator  and  leader  and  be  able  to 
drive  revenue  and  build  an  account 
base  in  these  three  sales  units.  Position 
requires  solid  skills  in  budgeting,  plan¬ 
ning  and  developing  sales  strategies  in 
support  of  company  goals.  Must  be  PC 
literate  and  on-line  savvy.  Three  years 
telemarketing  sales  management  and/ 
or  newspaper  management  experience 
required. 

The  Gazette,  a  fast-paced,  innovative 
media  company  provides  a  complete 
benefit  and  compensation  package 
with  personal  growth  and  advance¬ 
ment  opportunities  for  the  right  candi¬ 
date.  The  Gazette  is  a  Freedom  Com¬ 
munications  company  within  a  national 
network  of  media  entities. 

For  immediote  consideration,  pleose 
send  resume  including  salary  history 
by  September  19  to  Human  Resources, 
The  Gazette,  30  S.  Prospect,  Colorado 
Springs,  CO  80903  or  FAX  to  719- 
636-0161.  The  Gazette  is  a  smoke- 
free,  drug-free  working  environment. 

EOE/MFDV 


_ ADVERTISING _ 

SALES  MANAGER 

The  Colorado  Springs  Gazette  has  an 
excellent  career  opportunity  in 
classified  advertising  for  an  outside 
sales  manager.  This  position  will 
include  responsibility  for  the 
automotive,  real  estate/home  builder, 
and  recruitment  account  executive 
sales  teams. 

The  successful  candidate  will  have 
demonstrated  excellent  communication, 
leadership,  training  and  account 
development  skills  and  be  able  to  drive 
revenue  and  build  large  and  small 
accounts.  Requires  solid  skills  in  budget¬ 
ing,  planning  and  developing  sales 
strategies  in  support  of  company  goals. 
Must  be  PC  literate  and  on-line  savvy. 
Three  years  advertising  management 
experierKe  and/or  soles  management 
experience  required. 

The  Gazette,  a  fast-paced,  innovative 
media  company  provides  a  complete 
benefit  and  compensation  package 
with  personal  growth  and  advance¬ 
ment  opportunities  for  the  right  candi¬ 
date.  The  Gazette  is  a  Freedom  Com¬ 
munications  company  within  a  national 
network  of  media  entities. 

For  immediate  consideration,  please 
send  resume  including  salary  history 
^  September  19  to  Human  Resources, 
The  Gazette,  30  S.  Prospect,  Colorado 
Springs,  CO  80903  or  FAX  to  719- 
636-0161.  The  Gazette  is  a  smoke- 
free,  drug-free  working  environment. 

EOE/MFDV 

START-UP  GAY  NEV/SPAPER 
ACCOUNT  MANAGERS.  Experience 
in  print  media,  ad  design,  customer 
service,  people  skills.  Competitive 
salary  plus  benefits.  CLASSIFIED 
CLERKS.  Attention  to  detail,  excellent 
typing,  ability  to  work  well  with  the 
public.  Resume/cover  letter  to  Editor, 
332  Bleecker  Street,  #E46,  New  York, 
NY  10014. 

ART/GRAPHICS 

GRAPHIC  ARTIST  sought  to  create 
news  graphics,  maps  for  Anchorage 
Daily  News,  a  consistent  Society  of 
Newspaper  Design  winner.  Strong 
drawing  skills,  2  year's  experience 
with  daily  newspaper  and  firm  grasp 
of  Illustrator,  QuarkXPress  and 
Photoshop  required.  We  want 
someone  who  can  gather  information 
independently  and  distill  it  into  a  visual 
package.  Resumes  to:  Anchorage  Daily 
News,  Human  Resources,  P.O.  Box 
1 49001 ,  Anchorage,  AK  99514. 

CIRCULATION 

CIRCULATION  DIREQOR 
Seven-day  local  newspaper,  under 
40,000  circulation,  is  seeking  a  results- 
oriented  professional  to  manage  its 
circulation  division.  The  ideal  candi¬ 
date  has  demonstrated  ability  to  closely 
manage  home  delivery,  develop  a 
strong  single  copy  presence  and  imple¬ 
ment  effective  marketing  campaigns 
that  take  advantage  of  both.  A  mini¬ 
mum  of  five  years  circulation  man¬ 
agement  experience  is  required.  Com- 
ny  offers  a  competitive  salary  and 
nefits  package  with  unlimited  growth 
potential  within  our  parent  organiza¬ 
tion.  Reply  to  Box  07857,  Editor  & 
Publisher. 


_ CIRCUIATION _ 

CIRCULATION  DIRECTOR  -  The 
Messenger-Inquirer  of  Owensboro, 
Kentucky,  a  growing  35,000  A.H.  Belo 
newspaper,  is  seeking  an  experierKed, 
marketing-circulation  professional  to 
lead  its  circulation  and  packaging 
departments.  This  position  is  responsi¬ 
ble  (or  all  facets  or  the  circulation  and 
packaging  operations  and  manage¬ 
ment  of  a  staff  of  49.  The  successful 
candidate  must  be  creative,  possess 
strong  management  and  communica¬ 
tion  skills,  and  (rave  a  proven  record  of 
growing  circulation.  The  ideal  candi¬ 
date  would  hove  a  Bocftelor's  Degree 
and  at  least  five  years  of  nevrspaper 
experience.  Send  resume  to  Human 
Resources  Director  Sue  Troutwein,  P.O. 
Box  1480,  Owensboro,  KY  42302- 
1480.  EOE 

CIRCULATION  MANAGER 
We  are  looking  for  a  marketing- 
oriented  circulation  professional  to 
manage  a  large  weekly  newspaper 
group  in  the  mid-west.  Must  have 
experience  in  large  youth  carrier 
based  distribution  system  (some  motor 
route  and  mail)  with  paid,  optional  pay 
and  free  delivery.  Ideal  candidate 
vKould  hove  B.A.,  several  years  in  the 
field  as  D.M.  or  equivalent,  and  cur¬ 
rently  manage  (or  asst,  mgr)  a  news¬ 
paper  circulation  department  in 
60,000  range  (600-k  routes)  with 
experience  in  circulation  marketing 
and  promotion.  Send  responses  to  Box 
08267,  Editor  &  Publisher. 

CIRCULATION  MANAGER 
Family-owned  Mississippi  six-day  daily 
(circulation  8,500)  is  looking  for 
hands-on,  versatile  manager.  Must 
hove  strong  sales/promotion  skills.  Com¬ 
pensation  at  $30,000  plus  growth 
incentive.  Good  town,  good  benefits. 
Resume  to  Tim  Kalicn,  publisher. 
Greenwood  Commonwealth,  P.O.  Box 
8050,  Greenviraod,  MS  38930. 

E-mail:  tkalich@microsped.com 

CIRCULATION  MANAGEMENT 

We  ore  often  consulted  by  client  news- 
popers  to  help  fill  key  management 
positions  in  circulation.  The  top  need  is 
tor  people  with  solid  experience  in 
circulation  sales,  who  can  build  paid 
circulation  volume. 

If  you  might  be  interested  in  an  upcom¬ 
ing  opportunity,  please  send  resume, 
salary  needs  and  other  pertinent  data 
to  us.  Complete  confidentiality,  with  no 
resume  sent  to  a  newspaper  without 
your  prior  OK. 

We  currently  have  two  openings  for 
which  we  seek  specific  candidates  - 
the  Circulation  Managership  of  a 
10,000  doily  in  PA  and  a  20,000 
daily  in  IL. 

Ron  Anderson,  RCAnderson  Associa¬ 
tes,  Inc.,  P.O.  Box  300,  Pittsford,  NY 
14534.  Fax.  (716)  248-9551. 

Whatever  course  you  have  chosen  hr 
yourself,  it  will  not  be  a  chore  but  an 
adventure  if  you  bring  it  to  a  sense  of 
the  glory  of  striving. ..if  your  sights  are 
set  far  above  the  merely  secure  and 
mediocre 

David  Samoff 
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_ CIRCULATION _ 

HOME  DELIVERY  MANAGER  (Zone 
level)  for  Florida's  largest  newspaper, 
the  St.  Petersburg  Times.  Candidates 
should  have  at  least  five  years  man¬ 
agement  experience  and  a  proven 
track  record  engineering  innovations  in 
delivery  service,  product  control  and 
market  development.  Responsibilities 
include  budget  and  project  manage¬ 
ment.  Knowledge  of  marketing  an 
asset.  Experience  with  large  distribu¬ 
tion  centers  helpful.  Computer  skills  a 
must.  Excellent  communication  skills 
and  ability  to  motivate  staff  required. 
Degree  preferred. 

Reply  to  St.  Petersburg  Times,  490  1st 
Avenue  South,  St.  Petersburg,  FL  33701 , 
Attn:  Michelle  Kiewit,  Human  Resources. 


IMMEDIATE  OPENING  for  a  Circula¬ 
tion  Manager.  Midwest  daily  8,500 
circulation  looking  for  an  assistant  or 
district  manager  ready  to  move  up. 
Include  resume  and  pay  required. 
Send  to  John  Claxton,  News-Examiner, 
P.O.  Box  287,  Connersville,  IN  47331 . 


EDITORIAL 


_ CIRCULATION _ 

START  AT  THE  TOP! 

One  of  the  industry's  leading  home 
delivery  distributors  is  offering  you  a 
rare  opportunity.  If  you're  a  seriously 
committed  “service  professional”,  look¬ 
ing  for  a  new  challenge,  this  may  be 
the  step-up  you've  dreamed  about.  Com¬ 
munity  Newsdealers,  Inc.  is  ready  to 
go  to  the  next  level,  by  adding  some 
experienced  pros  to  their  home 
delivery  team  as  distribution  center 
managers.  CNI  operates  a  system  of 
34  branch  offices  serving  nearly  a  half 
million  subscribers  in  eastern  Massa¬ 
chusetts,  southern  New  Hampshire  and 
southern  Maine.  More  than  2,500 
independent  contractors  deliver  our 
products  including  The  Boston  Globe, 
New  York  Times,  Wall  Street  Journal, 
Investor's  Business  Daily  and  a  wide 
variety  of  product  samples  and 
specialties.  If  you're  on  the  way  up, 
you  could  be  on  the  way  to  CNl.  We 
offer  a  highly  competitive  compensa¬ 
tion  program  including  generous  bene¬ 
fits.  For  confidence  consideration  con¬ 
tact  John  Cristiani,  Monday  thru  Friday 
from  7-4  at  (61 7)  466-1848. 


EDITORIAL 


HORVITZ 

NEWSPAPERS 

lh)rvit/.  Newspapers,  a  familv  ot  daily  and  weekly  newspapHTs,  has  several  job 
opportunities  in  the  Pacific  Northwest  for  exprerienced  news, 
produttion,  circulation  and  advertising  personnel.  Located  near  beautiful 
Puget  Sound,  we  have  daily  newspaper  opx'rations  in  Bellevue,  Kent  and  Port 
.\ngeles,  Washington. 

BELLEVUE 

•  Re|X)rter 

•  Copy  Editor 

•  Publications  Editor 

•  Internet  Advertising  Sales  Rep) 

•  Telemarketing  Sales  Rep 

•  Features  Editor 
KENT 

•  Repxvrter 

•  Assi.stant  City  Editor 

•  Ciriulation  Customer  Call  Center  Sales  .Manager 

PORT  ANGELES 

•  Rep)rter 

•  Copy  Editor 

•  Prcxluction  Manager 

We  ofier  compjetitive  salaries,  a  comprehensive  benefits  package  that  includes 
a  401(k)  plan  with  employer  matching  funds.  If  you  are  interested  in  living 
anvl  working  in  one  of  .America’s  most  beautiful  areas,  please  send  a  cover 
letter,  resume  and  salary  requirements  to  the  address  below.  A  more 
complete  job  description  for  the  Internet  Advertising  Sales  Representative 
can  be  found  at  our  Web  Site,  vvyvvy.eastsivlejournal.com. 

Patrick  Day  —  Human  Resources 

Horvitz  Newspapters  •  RO.  Box  90130  •  Bellevue,  WA  98009-9230 
We  are  an  equal  opportunity-  employer. 


Peninsula 
i9ailu  News 


_ CIRCULATION _  I 

THE  DURANGO  HERALD,  a  10,000  j 
circulation  AM  six-daily  (no  Monday)  i 
in  SW  Colorado  seeks  a  circulation  : 
manager.  Must  continue  excellent  sub¬ 
scriber  service  and  special  publications  • 
delivery,  efficient  mailroom  and  p>opu-  : 
lar  NIE  program.  PBS,  office  pay. 
$28,000  -  $30,000.  Reply  to  Pub-  j 
lisher,  P.O.  Drawer  A,  Durango,  CO  • 
81302.  i 


_ EDITORIAL _ 

ART  DIREaOR 

CITY  PAPER,  Philadelphia's  leading 
newsweekly  is  seeking  an  Editorial  Art 
Director.  Candidate  must  possess 
strong  editorial  instincts,  and  pub¬ 
lication  design  experience.  Salary, 
benefits,  401  (k).  Resume  to  Paul  Curci, 
publisher,  CITY  PAPER,  206  S.  1 3th 
Street,  Philadelphia,  PA  19107. 


ARE  YOU  LOOKING  for  an  exciting 
challenge  at  one  of  California's  emerg¬ 
ing  newspapers?  The  Bakersfield  Cali¬ 
fornian  has  immediate  openings  for  a 
City  Editor,  an  Assistant  City  Editor 
and  a  Reporter  in  our  team-oriented 
newsroom.  We  have  torn  down  the 
walls  separating  Metro,  Business  and 
Features.  We  are  looking  for  solid 
editors  who  can  lead,  motivate,  coach 
and  challenge  our  reporters  and  work 
within  a  dynamic  editing  team. 
Ambitious,  versatile  reporters  will  find 
our  newsroom  offers  the  opportunity  to 
pursue  a  wide  range  of  stories.  This  is 
a  great  news  town  and  we  love  to  give 
our  readers  the  best  stories  out  there. 
Our  reporters  oil  work  off  PowerMacs 
with  Internet  access,  spreadsheet  and 
database  software,  e-mail,  and  QuarkX¬ 
Press  loaded  in  each.  Take  a  look  at 
our  home  page  at  http:// 
www.bakersfield.com.  Send  cover  let¬ 
ter,  resume,  references  and  work  sam¬ 
ples  to  Linda  Wienandt,  assistant 
managing  editor.  The  Bakersfield  Cali¬ 
fornian,  1707  Eye  St.,  (P.O.  Box  440), 
Bakersfield,  CA  93302.  E-mail  queries 
to:  lwienandt@bakersfield.com. 


j  ASSISTANT  SPORTS  EDITOR 
:  The  Wilmington  (NC)  Morning  Star 
i  needs  an  experienced  copy  editor  with 
I  strong  page  design  skills  to  help 
I  manage  our  six  member  sports 
:  department.  Must  hove  3-5  years  daily 
:  newspaper  editing  experience;  prefer 
:  sports,  pagination  and  color  experi- 
i  ence.  The  Morning  Star  is  a  57,000 
:  circulation  New  York  Times  Company 
;  paper.  Wilmingtan  is  a  booming 
I  market  with  a  vibrant,  historic 
I  downtown,  miles  of  sandy  beaches, 
:  mild  winters,  a  dynamic  participatory 
I  sports  scene,  and  a  rich  and  diverse 
:  cultural  heritage.  See  our  web  edition: 
i  http://starnews.wilmington.net/ 

i  Send  cover  letter,  resume,  references 
;  and  samples: 

:  John  H.  Meyer,  Managing  Editor 

:  Wilmington  Morning  Star 

i  P.O.  Box  840 

Wilmington,  NC  28402-0840 


_ EDITORIAL _ 

AWARD-WINNING  North  Central 
Illinois  daily  has  opening  for  a  general 
reporter.  Previous  newspapers  experi¬ 
ence  and  knowledge  of  local  govern¬ 
ment  helpful.  Excellent  benefits.  Send 
clips  and  resume  to:  Joyce  McCullough, 
NewsTribune,  426  Second  St.,  LaSalle, 
IL  61301.  EOE 


ASSOCIATE  EDITOR/WRITER  needed 
for  award-winning  weekly  Catholic 
newspaper  in  Northeast  New  Jersey. 
Good  working  environment.  Need  pro¬ 
fessional  with  at  least  two  years  daily 
or  weekly  experience  and  degree. 
Accuracy  is  a  must.  Camera  skills 
helpful.  Knowledge  of  Macintosh  and 
Word  Perfect  essential.  We  use  QuarkX¬ 
Press,  and  can  help  you  learn.  Com¬ 
parative  pay,  good  benefits  and  an 
opportunity  to  make  a  difference.  We 
work  hard.  We  care.  Mail  or  fax  three 
clips,  resume  and  a  letter  to  Robert 
Dylak,  editor.  The  Catholic  Advocate, 
P.O.  9500,  Newark,  NJ  07104-9500. 
Please  respond  by  Oct.  1 . 


BUSINESS  JOURNALISTS 

Award-winning  business  weekly  seeks 
experienced,  enterprising  reparter  for 
health  care,  state  government  beats. 
Competitive  pay  for  aggressive 
journalist  who  thrives  on  breaking 
stories.  Send  resume,  clips  to  Editor 
Beth  Mollard,  Central  Penn  Business 
Journal,  409  S.  Second  Street,  Har¬ 
risburg,  PA  17104,  or 

E-mail  Jourpub@aol.com 


BUSINESS  REPORTER  -  Needed  to 
cover  business  of  technology  in  one  of 
the  nation's  high-tech  hot  spots:  the 
Washington,  DC  area.  Washington 
Business  Journal  consistently  beats  The 
Washington  Post  on  local  business 
news.  Show  us  you're  ready  for  this 
challenge.  Send  letter,  resume,  clips  to 
Kent  Hoover,  editor,  Washington  Busi¬ 
ness  Journal,  2000  14th  Street  N., 
Suite  500,  Arlington,  VA  22201 . 

E-mail:  khoover@washbj.com 


BUSINESS  WRITERS/EDITORS 
National  Institute  of  Business  Manage¬ 
ment  seeks  freelance  authors  and  subs¬ 
tantive  editors  to  prepare  book-length 
reports.  Knowledge  of  management 
issues,  taxes,  finance  or  employment 
law  required.  Experienced  writers  and 
editors  only.  Send  or  fax  cover  letter, 
resume  to  Dept.  KS,  NIBM,  1750  Old 
Meadow  Road,  #302,  Me  Lean,  VA 
22102-4315.  Fax:  (703)  905-8042. 


:  CITY  EDITOR  -  We're  looking  for 
:  someone  who's  a  talented  editor, 
I  reporter,  people-manager  and  who's 
:  organized  to  the  Nth  degree.  Hard 
:  news,  projects  with  an  edge,  daily 
i  features  that  touch  readers,  all  handled 
:  under  the  pressure  of  the  daily  news 
i  cycle,  are  what  we  expect  when  we  fill 
:  this  position.  This  incumbent  has  been 
:  promoted  to  editor  at  another  of  our 
:  newspaper  group's  enterprises.  Can 
:  you  fill  these  shoes.  Send  resume  and 
•  cover  letter  to  the  Journal  Times,  212 
i  Fourth  Street,  Racine,  Wl  53403.  EOE 

:  /  never  had  a  piece  of  loasf  Particularly 
j  long  and  wide  But  fell  upon  the  sanded 
i  floor  And  always  on  the  buttered  side 

James  Payn 
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EDITORIAL 


EDITORIAL 


COPY  EDITOR  -  The  Island  Packet,  a 
McClatchy  paper  on  Hilton  Head 
Island,  has  immiediate  openings  for  a 
news  copy  editor  and  a  sports  copy 
editor.  Knowledge  of  QuarkXPress 
required.  Moil  or  fox  cover  letter, 
resume,  references,  to  Janet  Smith, 
managing  editor.  Island  Packet,  P.O. 
Box  5727,  Hilton  Head  Island,  SC 
29938. 


COPYEDITOR 

2  years  experietKe  with  daily  newspa¬ 
per  preferred,  QuarkXPress  a  plus. 
$30-37K.  Send  cover  letter,  resume, 
references  and  clips  to: 

Bill  Wilson 
The  Macomb  Daily 
P.O.  Box  707 
Mt.  Clemens,  Ml  48046 


EDITORIAL 


EDITORIAL 


CITY  EDITOR 

Competition!  Test  yourself  In  one  of  the 
country's  few  truly  competitive  news¬ 
paper  markets.  We're  looking  for  a 
lecxJer  for  our  team  of  12-)-  reporters 
and  editors;  do  you  have  what  it  lakes 
to  be  a  winner  in  a  head-to-head 
newspaper  battle?  The  Tribune  is  an 
award-winning,  30,000  daily  on  Flor¬ 
ida's  beautiful  and  exciting  east  coast. 
Excellent  editing,  coaching,  community 
relations  and  leadership  skills  a  must. 
Resume  and  cover  letter  to  Editor,  The 
Tribune,  600  Edwards  Road,  Fort 
Pierce,  FL  34982. 


COPY  EDITOR.  Strong  wordsmith  and 
layout  skills  needed  Tor  52,000  AM 
daily  near  Cleveland.  Send  resume 
and  layout  samples  to  Glenn  Gilbert, 
managing  editor.  The  News-Herald, 
7085  Mentor  Avenue,  Willoughby, 
OH  44094. 


EDITORIAL 


EDITORIAL 


EDITORIAL 


COMMUNITY  DAILY  on  small 
Hawaiian  island  looking  for  an  experi¬ 
enced,  passionate  journalist  to  write 
front  page  non-daily  news  features  and 
profiles  for  newspaper  in  process  of 
redesign.  Successful  candidate  will  be 
interested  in  challenge,  adventure  and 
the  opportunity  to  sharpen  writing 
skills.  Immediate  opening.  Send  resume 
and  clips  to  Sue  Dixon,  Kauai  Pub¬ 
lishing,  3137  Kuhio  Highway,  Lihue, 
Kauai,  HI  96766.  Phone:  (808)  245- 
3681,  Fax;  (808)  245-5286. 


COPY  DESK  CHIEF 

The  Seattle  Post-Intelligencer  needs  a 
leader  with  both  verbal  and  visual 
skills.  There  are  two  chiefs  supervising 
the  night  copy  desk:  You'd  be  the  one 
who  concentrates  on  projects  and  the 
content  and  editing  of  graphics.  We  com¬ 
pete  vigorously  In  o  multi -newspaper 
market.  In  this  position,  you  would  help 
our  newsroom  set  the  standard  for 
headlines,  copy,  project  packaging 
and  graphic  content.  Do  your  talents  fit 
this  description?  We'd  like  to  see  a 
resume  and  a  copy  of  your  current 
newspaper.  Send  to  Jennifer  Marquis, 
news  editor,  Seattle  Post-Intelligencer, 
P.O.  Box  1909,  Seattle,  WA  98111- 
1909. 


COPY  EDITOR:  The  Doily  Record  is 
seeking  a  copy  editor  experienced  in 
laying  out  clean,  quick  pages,  writing 
telling  heads  and  using  the  latest 
electronic  layout  and  pagination 
technology,  including  QuarkXPress. 
Top  applicants  will  have  significant 
daily  newspaper  copy  editing  experi¬ 
ence,  sound  news  judgment  and  be 
interested  in  working  at  a  60,000  AM 
in  a  beautiful  suburban  area  30  miles 
from  Manhattan.  Send  resume  and 
samples  of  work,  including  layouts,  to 
Jack  Bowie,  managing  editor.  Daily 
Record,  800  Jefferson  Road,  P.O.  Box 
217,  Parsippany,  NJ  07054-0217. 

COPY  DESK  CHIEF:  Good  little  daily 
in  Sierra  foothills  seeks  person  with 
skill,  experience,  delight  in  the  world 
and  humon  decency  to  lead  its  editing 
staff.  Interested?  Send  resume,  salary 
history  to  John  Seelmeyer,  editor.  The 
Union,  11464  Sutton  Way,  Grass 
Valley,  CA  95945. 


@1997  Bloomberg  L.P.,  All  rights  reserved. 


The  great  virtue  of  man  lies  in  his  ability 
to  correct  his  mistakes  and  to  continually 
make  a  new  man  of  himself 


Wang  Yang  Ming 


•  Is  eager  to  learn. 


No  Titles.  No  Organizational  Charts. 
Just  Great  People  Working  Hard 
Together  All  the  Time.  Bloomberg. 


ENERGY  REPORTER 

Princeton.  NJ.,  reporter  sought  to  cover  outages  at  refineries,  petrochemicai  plants  and  electric  power 
plants.  We  need  someone  who: 

•  Can  develop  industry  sources  and  a  network  of  stringers. 

•  Thrives  under  pressure  in  a  competitive  environment. 

•  Has  newspaper  or  wire-service  experience. 


in  addition,  stringers  are  needed  nationwide  to  supply  tips  on  outages. 


HEADLINE  WRITER 

Team  member  needed  in  Princeton,  N.J.,  to  evaiuate  incoming  news  releases  and  publish  them  promptly 
online.  The  ideal  candidate; 

•  Understands  financial  markets. 

•  Identifies  the  most  significant  corporate  events. 

•  Exercises  news  judgment  quickly  and  confidently. 

•  Swiftly  writes  concise,  precise  headlines. 

•  Works  well  under  pressure  in  a  busy  newsroom. 


PRESS  SUMMARY  WRITER 

Journalist  needed  to  write  concise,  accurate  summaries  of  business  stories  from  newspapers,  magazines 
and  TV  on  deadline.  This  is  an  entry-level  position  that  can  lead  to  a  reporting  job.  The  desired  candidate: 

•  Has  good  news  judgment  and  strong  writing  skills. 

•  Is  a  responsible  self-starter. 


NEWS  EDITORS 

Editors  needed  in  Chicago  and  New  York  to  handle 

corporate  and  market  news  stories.  We're  looking  for 

•  Proficiency  in  editing  and  rewriting  under  deadline 
pressure;  keen  news  judgment. 

•  Confidence  with  numbers  as  well  as  words. 

•  Ability  to  direct  reporters  covering  industry  or  market  beats 
and  polish  their  copy. 

•  Five  years  of  experience,  preferably  at  a  major  newspaper 
or  magazine. 

BUSINESS  REPORTERS 

Reporters  needed  in  Princeton,  NJ.,  to  cover  industry  beats  including  1 

health  care,  computers,  telecommunications.  Reporters  also  needed  in  ’* 

New  York  to  cover  markets.  The  ideal  candidate: 

•  Understands  publicly  owned  companies  and  financial  markets. 

•  Can  take  control  of  a  beat,  develop  sources  and  break  news. 

•  Is  enthusiastic  and  ambitious,  eager  to  detect  trends  before  they  become  common  knowledge. 

•  Ably  writes  everything  from  spot  news  to  enlightening  profiles  of  executives, 
corporations  and  industries. 


Bloomberg 

FINANCIAL  MARKETSW 

COMMODITIES 

NEWS 


Please  send  resume  and  clips  to:  H.  Horder,  Human 
Resources  Dept  NYT-ER97,  Bloomberg  L.P.,  499  Park 
Avenue,  New  York,  NY  10022.  Fax:  (212)  940-1954. 
frmail:  careers@bloomberg.com 
No  phone  calls  please.  EOE  M/F/D/V. 


Interaction  is  constant.  Work  is  dynamic.  Training  is  continuous.  We  are 
Bloomberg  L.P.,  the  leading  financial  information  provider  that  spans  the 
globe.  Unparalleled  service  and  unsurpassed  products  have  made  us 
the  fastest-growing  company  in  the  information  industry.  Through  our 
combination  of  news,  programming,  data  collection,  service  and  sales, 
we  have  implemented  technology  to  deliver  instantaneous,  comprehensive 
financial  information  worldwide. 
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EDITORIAL  j  EDITORIAL 

COPY  EDITORS/PAGINATORS  I  EDmNG  IN  EUROPE 


The  Palm  Beach  Post  is  looking  for  two 
copy  editors  with  accurate,  aggressive 
editing  ability  and  strong  news  judg¬ 
ment.  They  will  work  in  two  12-month 
temporary  positions  in  various 
newsroom  departments,  both  copy  edit¬ 
ing  and  paginating  pages.  Require¬ 
ments  minimum  1  year  newsroom  ex¬ 
perience  (internships  count).  Accuracy, 
speed  and  familiarity  with  a  Macintash 
computer  essential.  Experience  with 
any  of  the  following  a  plus:  DTI, 
QuarkXPress,  Photoshop,  Atex. 

Contact  News  Editor  Bill  Greer 

(561)820-4425 

COPY  EDITORS 

Opportunities  exist  with  Thomson 
newspapers  in  central  Ohio  for 
journalists  with  copy  editing  and  page 
design  skills.  Those  interested  in 
supervisory  roles  are  encouraged  to 
apply.  QuarkXPress  experience  is  impor¬ 
tant  and  so  is  an  eagerness  to  make  good 
newspapers  better.  The  seven  dailies 
that  hove  a  cooperative  editorial  rela¬ 
tionship  are  the  Mansfield  News 
Journal,  Newark  Advocate,  Zanesville 
Times  Recarder,  Marion  Star,  Lancaster 
Eagle-Gazette,  Bucyrus  Telegraph- 
Forum  and  the  Cashocton  Tribune.  All 
are  within  90  minutes  of  Columbus. 
Please  send  resumes  to  Tom  Brennan, 
Editor,  News  Journal,  Box  25, 
Mansfield,  OH  44901 . 

COPY  EDITOR 

The  Lowell  Sun,  a  54,000  PM,  seeks  a 
copy  editor  with  drive,  determination 
and  reverence  to  detail.  We  expect 
you  to  edit  and  enhance  local  stories, 
select  impact  photos  and  design  com¬ 
pelling  pages  lor  two  zoned  editions. 
writers/editors  with  three  years 
daily  newspaper  experience,  QuarkX¬ 
Press  pagination  and  leafdesk  photo 
background  are  preferred.  Send 
resume  to  Jim  Camponini,  executive 
news  editor.  The  Sun,  1 5  Kearney 
Square,  Lowell,  MA  01853,  or  E-mail 
to  jcampanini@lowellsun.com 

COPY  EDITOR 

The  Palm  Beach  Post  is  looking  for  a 
copy  editor  with  page  design  experi¬ 
ence  to  help  take  fascinating  South 
Florida  business  stories  and  make  them 
jump  off  the  page  to  readers.  Minimum 
3  years'  experience  at  a  doily  news¬ 
paper  required.  Experience  with  any  of 
the  following  a  plus:  DTI,  QuarkXPress, 
Photoshap,  Atex. 

Contact  News  Editor  Bill  Greer 

(561)820-4425. 

EDITING  -  Learn  copyediting,  layout, 
pagination,  web  page  creation,  even 
TV  at  Pennsylvania's  daily  Newspaper 
of  the  Year.  Ideal  position  for  reporter 
or  weekly  editor  seeking  broader  expe¬ 
rience  in  community  journalism. 
Women  and  minorities  encouraged  to 
apply.  Send  resume  and  non- 
returnable  clips  soon  to  Carol  Talley, 
editor.  The  Sentinel,  P.O.  Box  1 30, 
Carlisle,  PA  17013.  Learn  more  about 
Carlisle  on  our  web  site: 

www.cumberlink.com 


European  Stars  and  Stripes,  a  daily 
that  serves  the  US  military  community 
in  Europe,  is  searching  for  a  copy 
editor  to  work  in  Darmstadt,  Germany, 
an  1 3-month  appointment.  The  job 
requires  a  bachelor's  degree,  and  expe¬ 
rience  with  QuarkXPress  is  a  plus. 
Housing  is  provided,  and  a  salary  of 
$23,000  to  $25,000  per  year  in  addi¬ 
tion  to  compensation  for  travel  to  and 
from  the  United  States.  Applicatians 
should  be  sent  to  European  Stars  and 
Stripes,  ATTN:  Editor,  Unit  29480, 
APO  AE  09211  or  faxed  to  (011-49) 
6155-601395.  Applications  must  be 
received  by  September  1 9,  1 997. 

Announcement#  NAF-SS-97-010 

EDITOR  NEEDED  (or  Corporate  Report 
Minnesota,  award  winning  regianal 
business  magazine.  Editor  will  oversee 
all  editorial  functions  for  three  pub¬ 
lications.  Must  have  significant  related 
experience.  Fax  resume  to 
(612)  373-0186 

EDITOR/REPORTER 

Fast-growing  alternative  weekly  in 
nation's  fastest  growing  and  most 
interesting  city  seeks  ambitious, 
creative  news  editor/ reporter  who  dis¬ 
dains  conventional  journalism  and  lives 
to  muckrake,  spin  tales  and  canquer 
all.  Some  experience  preferred.  If  you 
can  throw  the  high  cheese,  send 
resume,  reference  and  clips  to  CityLife, 
c/o  Managing  Editar  Martin  Kuz, 
3335  Wynn  Road,  Las  Vegas,  NV 
89102. 

EDITOR:  Growing  northwest  CT  group 
seeks  editor  for  community  weekly.  Com¬ 
petitive  salary,  benefits.  David  Parker, 
The  Lakeville  Journal  Co.,  Box  1688, 
Lakeville,  CT  06039. 

EDITOR 

Award-winning  Jewish  weekly  in  top 
markets  seek  an  editar  whase  energy, 
commitment  and  skills  can  take  us  into 
the  21st  century.  You  will  supervise  a 
five-person  news  room,  work  closely 
with  management  and  participate  in 
major  decisions  on  content  and  cov¬ 
erage. 

Ideal  candidate  has  at  least  three  years 
management  experience,  excellent  peo¬ 
ple  skills,  knowledge  of  Jewish  issues, 
background  in  community  journalism 
and  is  willing  to  write  often. 

We  offer  a  competitive  salary  and 
attractive  benefits,  including  prafit- 
sharing.  Fax  response,  including  top 
three  writing  samples  and  salary 
requirements  to  “Editor".  (404)  876- 
0604.  No  calls. 

EDITORIAL  -  Start-up  Gay  newspaper 
REPORTER  -  experienced  in  hard  news 
reporting,  writing  on  deadline,  famil¬ 
iarity  with  Gay  community,  NYC 
politics.  Send  resume/cover  letter  to 
Editor,  332  Bleecker  Street,  #E46, 
New  York,  NY  10014. 


_ EDITORIAL _ 

EDITORS  &  WRITERS  WANTED. 
Monthly  bulletin  lists  200-t-  current 
openings  nationwide.  Entry/early 
career.  Writer-Editor-EP,  P.O.  Box 
40550,  5136  MacArthur,  Washing¬ 
ton,  DC  20016;  (703)  506-4400. 

EDITORS  AND  REPORTERS 

The  Daily  Herald,  a  34,000-circ.  daily 
in  Provo,  Utah,  is  growing.  We  hove 
immediate  openings  for  editors  and 
reporters,  and  expect  more  early  in 
'98.  We're  looking  for  energetic  pro¬ 
fessionals  to  help  us  expand  further.  In 
exchange  for  your  good  work,  we  offer 
competitive  pay,  excellent  benefits  and 
some  of  America's  greatest  recreation 
spots  at  the  gateway  to  the  2002  Olym¬ 
pics.  The  flagship  of  Pulitzer  Com¬ 
munity  Newspapers,  Inc.,  the  Herald 
recently  redesigned  and  switched  to 
mornings  seven  days  a  week. 

Send  cover  letter,  resume  and  work 
samples  to: 

Mike  Patrick 
The  Daily  Herald 
1555  N.  Freedom  Blvd. 

Provo,  UT  84604 

EDITORS  WANTED 

Immediate  openings  for  news  editor 
and  weekend  editor  of  Hernando 
Today,  a  growing  daily  on  Florida's 
west  coast.  Prefer  weekly  or  small  daily 
staffer  who  is  currently  working  in  Flor¬ 
ida  or  southeast.  Weekend  job 
requires  some  writing,  reporting.  Send 
resume,  clips  or  samples  to  Bob  Nolte, 
managing  editar,  Hernando  Today, 
15299  Cortez  Blvd.,  Brooksville,  FL 
34613. 

EDITORS 

New  Times  is  looking  (or  editors  at  all 
levels  to  fill  future  openings  at  our 
oward-winning  weekly  newspapers  in 
Phoenix,  Denver,  Miami,  Dallas,  Hous¬ 
ton,  San  Francisco  and  Los  Angeles. 
There  are  immediate  openings  for 
associate  editors  at  the  Dallas 
Observer  and  Miami  New  Times.  Our 
new  paper  in  Fort  Lauderdale,  slated  to 
begin  in  the  fall  of  1997,  also  needs  a 
managing  editor. 

The  positions  require  fine  writing  and 
editing  skills  and  the  ability  to  help  staf¬ 
fers  generate  strong  stories.  Qualified 
applicants  will  hove  at  least  two  years 
of  post-college  editing  experience.  The 
interview  process  includes  an  extensive 
editing  test. 

Send  a  cover  letter,  a  resume,  and 
your  best  clips  to: 

Christine  Brennan 
Executive  Managing  Editar 

New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  8021 7 
No  calls  or  e-mails,  please. 

ENTREPRENEURIAL  Chief  Editor  to 
drive  fast  grawing  publisher  of  maga¬ 
zines,  newsletters,  books  for  major 
travel  and  health  clients.  If  you're 
experienced,  creative,  a  leader  and 
good  with  budgets,  build  your  team 
and  career  with  a  winner  in  Philadel¬ 
phia.  Letter  and  resume,  mail  or  (ax 
only,  please  to  Metrocorp  Custom  Pub¬ 
lishing,  Bennett  Zucker,  1818  Morket 
Street,  Philadelphia,  PA  19103. 

Fax:  (215)  656-3513 


_ EDITORIAL _ 

EXPERIENCED  WRITER  (5-10  years) 
sought  (or  metro  Virginia  daily  to  han¬ 
dle  key  business  beats:  banking,  thrifts, 
insurance,  real  estate,  personal 
finance.  Must  work  well  in  team  set¬ 
ting.  Progressive  company  offers  com¬ 
petitive  salary  and  benefits  in  a  vibrant 
region  with  high  quality  of  life.  Contact 
Gerry  Davies,  business  editor.  The 
Roanoke  Times,  P.O.  Box  2491, 
Roanoke,  VA  24010. 

(540)  981 -3345  EEO 

EXPERIENCED  government/general 
assignment  reporter  for  aggressive 
bordertown  twice-weekly.  If  you're 
afraid  to  wade  in  and  ask  the  hard 
questions,  don't  apply.  Photography 
required.  Reply  to  Harold  Kitching, 
Nogales  International,  268  View  Point 
Drive,  Nogales,  AZ  85621 . 

EXPERIENCED  news  editor  sought  by 
30,000,  7-day  AM  with  reputation  (or 
excellence.  People  skills  as  important 
as  design  (lair,  editing  ability  and  news 
judgment.  Dewar  and/ar  Mac  skills 
preferred.  Also  looking  for  a  copy 
editor  who  can  design  pages,  edit 
copy  and  write  accurate,  enticing 
headlines  under  deadline  pressure.  We 
serve  a  huge,  news-rich  region  in  the 
Southwest.  Good  pay  and  benefits. 
Send  cover  letter,  resume  and  clips  to 
Box  08278,  Editor  &  Publisher. 

EDITOR  SOUGHT  FOR  highly  respected, 
long  established  and  profitable  weekly 
newspaper  with  tradition  of  excellence 
and  independence  in  sophisticated  but 
still  somewhat  rural  Northeast  seaside 
community.  Editor  will  be  responsible 
for  managing  a  full-time  editorial  staff 
of  10  plus  stringers,  columnists  and 
other  contributors  and  for  the  overall 
content  and  layout  of  a  broadsheet  that 
averages  48  pages  a  week,  including 
the  weekly  editorials. 

The  successful  candidate  will  have 
demonstrated  proficiency  as  a  news 
reporter  and  feature  writer,  will  have 
experience  in  copy  editing,  page 
layout  and  headline  writing,  and 
above  all,  must  be  able  to  com¬ 
municate  a  clear  vision  of  what  a 
responsible  and  indispensable  news¬ 
paper  should,  and  should  not,  be. 

Send  resume  and  single-page  letter  on 
why  you  should  be  considered  for  this 
position  to  Box  08276,  Editar  &  Pub¬ 
lisher. 

FASHION  REPORTER:  The  Indianapolis 
Star  &  News  has  an  immediate  open¬ 
ing  (or  a  fashion  reporter.  Seeking  an 
experienced  writer,  minimum  of  three 
years  of  experience  on  a  daily  metro, 
preferably  with  a  hard  news  as  well  as 
features  background;  no  fashion  know¬ 
ledge  necessary  -  just  interest. 
Responsibilities  include:  generating 
story  ideas;  writing  a  variety  of  fash¬ 
ion-related  stories;  executing  photo 
shoots  to  illustrate  the  stories,  me  fash¬ 
ion  writer  is  part  of  a  team,  and  warks 
closely  with  the  fashion  editor,  photo¬ 
grapher  and  graphic  designer. 

Send  resume  and  clips  to  Loni  Smith 
McKown,  fashion  editor.  The  Indi¬ 
anapolis  Star  &  News,  307  N.  Penn¬ 
sylvania  Street,  Indianapolis,  IN 
46204-1899.  Fax:  (317)  633-1213. 
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_ EDITORIAL _ 

FEATURES  COPY  EDITOR/DESIGNER 
The  Leaf-Chronicle,  a  20, OCX)  circula¬ 
tion  AM  in  Clarksville,  TN  seeks  a 
features  copy  editor  who  can  produce 
compelling  section  front  poges.  We're 
looking  for  someone  with  a  flair  for 
design,  good  editing  and  writing  skills, 
arxl  sourKi  news  judgment.  Top  candi¬ 
dates  will  have  a  strong  journalism 
background,  facility  with  CiuarkXPiess, 
and  an  ability  to  lead  project  devel¬ 
opment  and  work  effectively  in  a  team 
environment.  Send  cover  letter,  resume, 
and  samples  of  work  to  Douglas  Roy, 
editor.  The  Leaf-Chronicle,  P.O.  Box 
829,  Clarksville,  TN  37041  -0829. 


FEATURES  COPY  DESK  CHIEF 
Help  make  an  exceptional  copy  desk 
even  better.  You  should  be  strong  on 
technical  skills,  but  more  important 
know  how  to  lead  a  team  of  talented 
colleagues.  If  you're  up  to  the 
challenge,  write  to  Rick  Levinson, 
senior  editor/ special  sections.  The  San 
Diego  Union-Tribune,  P.O.  Box  191, 
San  Diego,  CA  921 12. 


FINANCIAL  REPORTERS 

Dow  Jones  Markets,  a  leading  provider 
of  financial  news  and  market  informa¬ 
tion,  has  openings  for  financial 
reporters  in  Jersey  City,  NJ. 

Aggressive  reporters  with  several  years 
of  experience  needed  to  cover  public 
finance  and  municipal  bonds.  Job  com¬ 
bines  real-time  breaking  news  and 
events  coverage  with  travel,  market 
reporting  and  some  in-depth  feature 
writing.  Previous  financial  reporting 
experience  preferred  but  not  required. 
Wire  service  background  o  plus,  but 
will  consider  strong  newspaper  or 
newsletter  experience. 

We  offer  responsible  positions  with  a 
prestigious  publisher,  career  advance¬ 
ment  opportunities,  competitive  salaries 
and  excellent  benefits.  Send/FAX 
resume  with  salary  history  and  require¬ 
ments  in  confidence  to: 

Stan  Rosenberg 
News  Editor 

DOW  JONES  MARKETS 
Horborside  Financial  Center 

600  Plaza  Two 
Jersey  City,  NJ  0731 1 
FAX:  (201)938-4798 

EOE,  M/F/D/V 


IF  YOU  ARE  a  real  go-getter  who 
thrives  on  competition  and  has  the 
desire  to  excel,  here's  a  great  chance 
to  put  your  mark  on  a  gutsy  newspa¬ 
per.  We  are  on  award-winning, 
35,000-circulation  daily  in  Northeast 
Ohio  looking  for  an  assistant  city 
editor  who  can  cooch  o  staff  of  1 0,  dig 
out  news  and  whip  stories  into  shape 
on  deadline.  If  you  work  skillfully  with 
both  words  and  people,  this  is  a  terrific 
opportunity.  Send  resume  and  clips  to 
The  Chronicle-Telegram,  Human 
Resources  Dept.,  225  East  Avenue, 
Elyria,  OH  44035. 


_ EDITORIAL _ 

LEGAL  AND  BUSINESS  REPORTER 
The  Daily  Report,  Atlanta's  prizewin¬ 
ning  legal  ond  business  newspaper,  is 
seeking  an  experienced  reporter  to 
help  expand  its  coverage  of  the  busi¬ 
ness  of  low  and  the  low  of  business. 
We  place  a  premium  on  in-depth  work 
and  have  the  space  to  display  it.  A 
background  in  business  reporting  is 
preferred.  Send  letter,  resume  and  writ¬ 
ing  samples  to  Charles  Carter,  manag¬ 
ing  editor.  Daily  Report,  190  Pryor 
Street,  S.W.,  Atlanta,  GA  30303. 

MANAGING  EDITOR 
Public  Agenda,  a  nonpartisan,  non¬ 
profit  research  group  seeks  managing 
editor  for  new  online  service  or 
journalists.  Service  features  public  opi- 
nian  and  public  policy  analysis  on 
social  issues.  Ideal  candidate  should 
have  at  least  5  years  experience  cover¬ 
ing  major  social  issues,  strong  writing, 
editing  and  Internet  skills  and  experi¬ 
ence  managing  complex  projects,  ^nd 
resume,  3  dips  and  cover  letter  includ¬ 
ing  salary  requirements  to:  Executive 
Editor,  Online  Services,  Public 
Agenda,  6  E.  39th  St,,  New  York,  NY 
10016.  No  phone  calls,  please.  Public 
Agenda  is  an  equal  opportunity 
employer. 


EDITORIAL 


We  seek  a  managing  editor  with 
excellent  writing  and  editing  skills  to 
lead  the  newsroom  of  a  23,000,  Zone 
6  university  city  daily.  Our  expecta¬ 
tions  irKlude  a  passion  for  excellence, 
attention  to  detail,  insistence  on 
accuracy  and  the  ability  to  lead  by 
example.  The  right  person  should  be 
responsive  to  readers  of  our  community 
oriented  newspaper.  Our  managing 
editor  is  an  integral  part  of  our  man- 
ogement  team  and  must  help  mave  this 
award-winning,  family-owned  news¬ 
paper  to  the  next  level.  Please  send 
cover  letter,  resume  and  salary  history 
to  Box  08279,  Editor  &  Publisher. 


MANAGING  EDITOR  sought  to  lead 
the  Union-Sun  &  Journal  in  Lockport, 
NY.  The  ideal  candidate  will  have 
excellent  news  skills  and  will  be  a 
strong  leader  to  build  and  develop  staff 
at  the  six-day  paper  in  upstate  New 
York.  The  paper  is  part  of  a  new  com¬ 
pany  with  exciting  opportunities. 
Please  send  resume  to  Dan  Bowerman, 
editor.  Greater  Niagara  Newspapers, 
MPO  549,  Niogaro  Falls,  NY  14302- 
0549. 


EDITORIAL 


Newltmes 

IS  EXPANDING  IN  SOUTH  FLORIDA. 

Get  in  on  the  ground  floor  of  our  new  weekly  paper 
covering  Broward  and  Palm  Beach  counties. 

New  Times  is  hiring  fulltime  staff  writers  and  editors 
now  for  late  fall  publication,  based  in  Fort  Lauderdale. 

Managing  Editor 

This  position  requires  fine  writing  and  editing  skills 
and  the  ability  to  help  staffers  generate  superior  stories. 

Staff  Writers 

We’re  looking  for  both  news  and  feature  writers  who  can 
produce  stylish  and  compelling  magazine-length 
pieces  based  on  in-depth  reporting. 

Calendar  Editor 

We  need  a  strong  writer  with  broad  cultural  interests 
to  organize  and  write  a  weekly  entertainment  calendar. 

Music  Editor 

This  job  entails  planning/editing  a  music  section, 
hiring  freelancers  and  writing  reviews,  features 
and  a  local  music  column. 

New  Times  publishes  seven  award-winning  news/arts  newspapers- 
in  Phoenix.  Denver,  Miami,  Dallas,  Houston.  San  Francisco  and 
Los  Angeles— and  offers  competitive  salaries  and  benefits. 

To  apply  for  positions  in  Fort  Lauderdale,  send  your  cover  letter, 
resume  and  five  best  clips  to: 

Tom  Walsh 
Miami  New  Times 
P.O.  Box  01 1591 
Miami,  FL  33101-1591 
No  phone  calls  or  e-mails,  please. 


Metro  newspaper  looking  for  an 
aggressive,  innovative  experienced 
medical  reporter  to  cover  trends, 
breakthroughs  in  healthcare  in 
Nashville,  TN,  a  community  at  the  cen¬ 
ter  of  the  action  with  major  medical 
schools,  research  centers  and  related 
health  industries.  We  are  looking  for  a 
reporter  who's  ahead  of  the  competi¬ 
tion  in  breaking  stories  and  identifying 
trends.  Send  cover  letter,  resume, 
references  and  clips  to  Catherine 
Mayhew,  AME/News,  The  Ten¬ 
nessean,  1 1 00  Broadway,  Nashville, 
TN  37203. 


METRO  EDTTOR  -  Award  winning  daily 
newspapers  seek  proven  editorial 
leader  with  minimum  of  3  years 
editorial  management  experience 
(prefer  AM)  to  manage  2-paper,  six- 
county  news  operation.  Must  be  able  to 
produce  strong  daily  news  reports  in 
competitive  market  and  develop  and 
motivate  staff  of  five  assistant  editors, 
15  reporters  and  5  news  clerks.  Write 
to  Human  Resources,  Moline  Dispatch 
Publishing  Company  LLC,  1720  Fifth 
Avenue,  A4oline,  IL  61 265. _ 

METRO  EDITOR 

The  Des  Moines  Register  is  looking  for 
a  dynamic  metro  editor  who  thrives  on 
local  news,  loves  a  good  breaking 
news  story  and  has  a  good  eye  for 
enterprise.  If  you  have  the  energy  and 
vision  we  seek,  please  send  a  cover  let¬ 
ter,  resume  and  one-page  statement  of 
your  local  news  philosophy  to  Human 
Resources,  The  Des  Moines  Register, 
715  Locust  Street,  Des  Moines,  lA 
50309.  The  Register  is  an  equal 
opportunity  employer. 


MUSIC  EDrrORS 

New  Times  has  immediate  openings 
(or  music  editors  at  its  weekly  newspa¬ 
pers  in  Miami  and  Ft.  Lauderdale. 
Strong  writing  skills  essential.  Job 
entails  planning/editing  music  section, 
hiring  freelance  reviewers,  and  writing 
a  local  music  column  as  well  as 
reviews  and  feature-length  pieces. 
Send  cover  letter,  resume  and  five  best 
clips  to:  Christine  Brennan,  P.O.  Box 
5970,  Denver,  CO  80217.  No  calls  or 
E-mails,  please. 


NEW  DAILY  growing  in  Florida  needs 
professionals  to  direct  Sports,  report 
news,  design  pages,  edit  copy.  Don't 
apply  if  you're  high  maintenance  -  we 
want  people  who  perform  with  little 
direction.  Send  resume,  references  to 
Box  08269,  Editor  &  Publisher. 


SEND  E&PBOXREPUESTO: 

Editor  &  Publisher 

Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  10011 
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_ EDITORIAL _ 

NEWS  EDITOR 

Biweekly,  nationally  circulated,  Wash¬ 
ington-based  business  newspaper  cov¬ 
ering  government  and  information 
technology  seeks  seasoned  editor  to 
lead  ana  motivate  news  reporting  staff 
and  exercise  solid  news  judgment. 
Requires  good  people  skills,  AP  style  pro¬ 
ficiency,  and  the  ability  to  handle 
technical  material  in  a  multitasking, 
deadline  environment. 

Think  you  fit  the  bill?  Send  resume  and 
examples  of  work  to  Box  08280,  Editor 
&  Publisher. 

NEWS  WIRE  EDITOR:  We  are  looking 
for  an  energetic  copy  editor  wanting  to 
do  more  on  an  aggressive  community 
daily.  Position  includes  handling  wire 
pages,  special  sections,  supervising 
team  reporting  and  working  directly 
with  our  reporters. 

REPORTER:  We  are  also  looking  for 
two  individuals  with  strong  reporting 
skills,  good  writing  ability  and  the 
desire  to  be  part  of  an  award-winning, 
growing  community  newspaper.  If  you 
are  interested,  contact  Managing 
Editor  John  Moeur,  Sierra  Vista 
Herald/Bisbee  Daily  Review.  102  Fab 
Ave.,  Sierra  Vista,  AZ  85635. 

(520)  458-9440 

PAGE  DESIGNER 

The  Meodville  Tribune,  a  16K  daily  in 
NW  PA,  seeks  top-notch  designer. 
Send  resume/clips  to  Rick  Green,  947 
Federal  Court,  Meadville,  PA  16335. 
Call  (800)  879-0006  for  more  info. 

PAGE  DESIGNER  -  Suburban  Phila¬ 
delphia  daily  needs  an  experienced 
jaurnalist  for  its  pagination  desk.  Can¬ 
didates  must  be  fluent  in  QuarkXPress 
and  have  a  talent  for  modular, 
broadsheet  design.  Send  letter,  resume 
and  tearsheets  to  Lanny  Morgnanesi, 
executive  editor.  The  Intelligencer 
Record,  P.O.  Box  858,  Doylestown,  PA 
18901. 

PHOTO  EDITOR 

The  Honolulu  Advertiser  is  looking  for 
a  highly  motivated  editor  to  head  a 
staff  of  nine  photographers,  must  be  com¬ 
fortable  working  with  other  newsroom 
departments.  We  are  looking  for  a 
leader  and  a  teacher.  At  least  five 
years  experience  as  a  picture  editar 
and  manager.  Knowledge  of 
Photoshop  and  electronic  picture  desk 
operations  a  plus.  Pleuse  send  resume, 
work  samples  to  David  Montesina, 
assistant  managing  editor/design.  The 
Advertiser,  P.O.  Box  3110,  Honolulu, 
HI  96802. 


_ EDITORIAL _ 

PHOTOJOURNAUST 

The  Wisconsin  State  Journal,  in  the 
capital  city  of  Madison  and  voted 
America's  No.  1  city  by  Money  maga¬ 
zine  in  1996,  is  looking  for  an  experi¬ 
enced  photojournalist  to  provide  our 
readers  with  the  most  informative,  most 
compelling  photojournalism  in  the 
state. 

Applicants  must  be  aggressive, 
creative,  solution-oriented  individuals 
with  a  strong  sense  of  news,  a  solid 
grasp  of  photojournalism  and  a  wide 
range  af  advanced  phalographic  and 
digital  darkroom  skills.  Proven  ability 
to  shoot  sports  is  a  definite  plus.  A  min¬ 
imum  of  (our  years  af  daily  newspaper 
or  equivalent  experience  is  required 
and  applicants  must  have  their  own 
equipment. 

Send  a  cover  letter,  resume  and 
portfolio  with  recent  work  samples: 

Meg  Theno,  Photo  Editor 

Wisconsin  State  Jaurnal 

P.O.  Box  8058 

Madison,  Wl  53708 
AA/EOE 

POSITIONS  AVAILABLE 
Growing  14,000  six-day  PM  in  South¬ 
east  Louisiana  and  winner  af  state 
press  1996  Newspaper  of  Year  has 
openings  for  page  designers,  sports 
reporter,  news  reporter.  E-mail  to 
staredlt@i-55.com.  Resume/clips  to 
Lillian  Mirando,  managing  editor. 
Daily  Star,  P.O.  Box  1 1 49,  Hammand, 
LA  70404, 

REPORTER  with  daily  reporting  or 
weekly  editing  experience  sougitt  for 
24,000-circulation  daily  n  Northern 
California.  Western  candidates  pre¬ 
ferred.  Send  caver  letter,  resume  and 
clips,  including  examples  of  enterprise 
work,  to  City  Editor  Jerry  Fingal, 
Appeal-Democrat,  1530  Ellis  Lake 
Drive,  Marysville,  CA  95901 . 

REPORTER/ ACE 

The  Lima  (Ohio)  News,  an  award¬ 
winning,  mid-sized  daily,  seeking  a 
person  to  work  two  nights  as  an  assis¬ 
tant  city  editor  and  three  days  as  a 
reporter.  Must  have  at  least  2  to  3 
years  reparting  experience.  Great 
apportunity  to  get  city  desk  experience. 

We  are  36,000  daily/46,000  Sunday 
in  NW  Ohia  with  a  commitment  to 
journalism.  Send  caver  letter,  resume 
and  6-10  clips  showing  variety  of 
work.  Jim  Krumel,  Managing  Editor, 
The  Lima  News,  3515  Elida  Road, 
Lima,  Ohio  45802-0690. 


_ EDITORIAL _ 

REPORTER 

American  Bonker,  the  top  daily  news¬ 
paper  on  financial  services,  seeks  two 
aggressive  reparters.  One  position, 
based  in  San  Francisca,  involves  cover¬ 
ing  large  banks  in  the  West.  The  other 
is  part  of  our  corporate  finance  team  in 
New  York.  Both  require  4  years  of 
journalism  experience;  knowledge  of 
banking  a  strong  plus.  Send  resume, 
cover  letter,  and  three  clips  to: 

Debra  Cope,  Executive  Editor 
American  Banker 
1  State  Street  Plaza 
New  York,  NY  10004 
No  call/faxes  EOE  M/F/D/V 

REPORTERS  -  Participate  in  inventing 
the  newspaper  of  the  future  on  major 
beat  at  fully  interactive,  Internet- 
connected  35,000  daily.  If  yau're 
thoughtful,  enthusiastic,  educated,  and 
want  ta  make  the  world  a  better  place 
through  community  journalism,  write 
Reporter  Vacancy,  Republican  & 
Herald,  Box  209,  Pottsville,  PA  1 7901 . 

REPORTERS  NEEDED  for  two  bureaus 
at  The  Independent,  a  15,000  six-day 
a  week  in  the  heart  af  Indian  Cauntry. 
One  bureau  is  in  Window  Rock,  Ariz., 
the  capital  of  the  Navajo  Nation.  The 
other  bureau  is  in  Grants,  New  Mex¬ 
ico,  60  miles  west  of  Albuquerque. 
Both  positions  offer  generous  housing 
allowances.  Will  consider  recent  grad¬ 
uates.  Send  resume  to  Managing 
Editar,  The  Independent,  P.O.  Box 
1210,  Gallup,  NM  87305  or  fax 
resume  to  (505)  722-5750. 

REPORTERS  and  COPY  EDITORS 
sought  for  growing  Northern  Virginia 
publication  in  the  Media  General 
chain.  QuarkXPress  experience  and 
headline  writing  flair  sought  for  editing 
slots.  Reporting  slots  call  for 
aggressive,  tenaciaus  team  players. 
Apply  to  Pamela  Gould,  news  editor, 
Potomac  News,  P.O.  Box  2470, 
Woodbridge,  VA  22193, 

RESTAURANT  CRITIC 
New  Times  is  looking  for  a  restaurant 
critic  for  its  award-winning  weekly 
newspaper,  Houstan  Press.  We  want 
stylish,  opinionated  columns  by  writers 
who  are  knowledgeable  and 
passionate  about  food,  both  up-scale 
and  down-home.  Fulltime  position  with 
benefits  requires  a  1,500-word  weekly 
restaurant  review,  plus  additianal  writ¬ 
ing  and/or  editing  duties  based  an  the 
applicant's  experience.  New  Times 
publishes  magazine-style  weeklies  -  cov¬ 
ering  local  news,  politics,  arts  and 
music  -  in  Phoenix,  Denver,  Miami, 
Dallas,  Houston,  San  Francisco  and  Los 
Angeles. 

To  apply,  send  your  clips,  resume  and 
cover  letter  (plus  a  sample  review,  if 
you  haven't  reviewed  before)  to: 
Christine  Brennan 
Executive  Managing  Editor 

New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  8021 7 
No  calls  or  E-mails,  please. 


_ EDITORIAL _ 

ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  {Dallas,  Hauston,  San 
Francisco  and  Los  Angeles.  We  publish 
in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong  reoc- 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  os  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Denver,  Miami,  Dallas 
and  Houston.  Our  new  paper  in  Ft. 
Lauderdale,  starting  in  the  fall  af  1997, 
will  need  bath  news  and  feature 
writers. 

New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls  or  E-mails,  please)  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 

Denver,  CO  802 17 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 

SEEKING  EXCEPTIONAL  FREE  LAN¬ 
CERS  -  Diligent  reporters  with  at  least 
twa  years  experience  needed  by  inter- 
natianal  newsletter  covering  business 
schools  and  MBA  programs.  Must  be 
excellent  writer,  aggressive  fact- 
gatherer  and  have  enough  time  to 
produce  at  least  one  outstanding  piece 
each  month.  We  have  high  standards 
and  pay  high  rates  for  the  right  peo¬ 
ple.  Please  send  resume  and  3-4  clips 
to  Box  08271 ,  Editor  &  Publisher. 

SPORTS  COPY  EDITOR:  We  need  a 
copy  desk  person  with  an  understand¬ 
ing  af  AP  Style,  flair  for  improving 
copy  and  an  eye  for  page  design.  WE 
are  located  in  the  heart  of  ACC  coun¬ 
try,  with  Triple-A  baseball  and  a  new 
NHL  franchise  an  the  way.  Applicants 
should  have  experience  working  on 
deadline.  Pagination  experience  would 
be  helpful,  but  we  will  train  on  our 
system.  Send  information  to:  Jimmy 
DuPree,  sports  editor.  The  Herald-Sun, 
P.O.  Box  2092,  Durham,  NC  27702 
or  E-mail:  jed@herald-sun.com. 


When  faxing  your  ad,  please  remember  to  include 
the  billing  address,  category  under  which  the 
ad  is  to  be  placed,  as  well  as  the  amount  of 
times  the  ad  is  to  appear.  Thank  you. 

E<S?P  Classified  Dept.  Fax:  (212)  929-1259 
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EDITORIAL 


SPORTS  COPY  EDITOR 

Ttie  San  Diego  Union-Tribune  seeks  a 
sports  journalist  who  can  edit  copy 
with  diligence  and  flair,  write  lively 
headlines  and  design  attractive  pages. 
Good  news  judgment,  good  ideas, 
good  deadline  performance  are  a 
must.  Send  resumes  and  work  samples 
to  Steve  Prosinski,  senior  editor  for  busi¬ 
ness  and  sports,  San  Diego  Union- 
Tribune,  P.O.  Box  191,  San  Diego,  CA 
92112. 


STAR  TRIBUNE  X)B  OPENINGS 

NEWSROOM  PC  ADMINISTRATOR 
This  person  will  hove  responsibility  for 
newsroom  desktop  software  applica¬ 
tions,  will  be  the  newsroom's  main 
authority  on  Windows  95  and  NT.  Will 
troubleshoot  PC  problems  and  coach 
PC  users.  Secondary  responsibility  for 
newsroom  Macintosh  support  in 
backup  arrangement  with  colleague. 
Will  be  a  key  player  phasing  in  a 
replacement  system  expected  to  be 
largely  PC-based.  Requires  broad 
experience  in  network  publishing 
environment.  At  least  five  years  experi¬ 
ence  with  personal  computers  and 
software  opplications,  especially  Win¬ 
dows,  for  news  gathering  and  data 
analysis.  Must  know:  Atex  Preference 
and  WinPref,  QuarkXPress,  Microsoft 
Word,  Excel,  Access,  FoxPro,  Novell 
GroupWise,  Netscape  Navigator, 
WordPerfect,  Quattro  Pro,  Paradox,  Pro- 
Comm  Plus,  WinFax  Pro,  ArcView  GIS 
and  Visual  Basic. 

THEATER  REPORTER/CRITIC 
Need  reporter  for  high-profile  beat  at 
a  daily  newspaper  that  considers 
culture  front-page  news.  In  highly 
regarded  theater  town  with  20-plus 
pro  and  semi-pro  theaters  including 
Guthrie,  Penumbra,  Illusion,  Jeune 
Lune.  Must  have  knowledge  and  expe¬ 
rience  in  theater,  strang  writing  and 
reparting  skills. 

The  Star  Tribune  is  the  1 7th  largest 
daily  newspaper  in  the  nation,  with  a 
circulation  of  393,740.  The  Sunday 
Star  Tribune  is  the  12th  Sunday  news¬ 
paper  in  the  country  with  a  circulation 
of  678,000. 

To  apply  send  resume,  clips  and  a  let¬ 
ter  saying  why  you  are  the  best  candi¬ 
date  for  this  position: 

Brenda  Rotherham 
Recruiting  Coardinator 
425  Portland  Avenue 
Minneapolis,  MN  55488 
PHONE:  (612)  673-4422 
FAX:  (612)  673-4526 

Apply  by  Wednesday,  September  24 


When  you  have  got  an  elephant  by  the 
hind  legs  and  he  is  trying  to  run  away, 
it  is  best  to  let  him  run. 

Abraham  Lincoln 


THE  DESERT  SUN,  o  50,000  AM  serv¬ 
ing  Palm  Springs  and  other  Southern 
California  desert  cities,  is  looking  for 
strong  performers  to  add  to  our  grow¬ 
ing  staff  in  the  near  future.  Existing  and 
future  jobs  include: 

SPORTS  EDITOR:  We're  an  AP  Tc«  10 
section  in  the  golf  capital  of  the 
western  U.S.  Add  growing  boxing 
activity  and  international  tennis  as  well 
as  increasing  recreational  and  individ¬ 
ual  sports  os  well  as  nearby  LA  and 
San  Diego  pro  teams  and  you've  got  a 
sports  editor's  dream  job.  Must  hove  pro¬ 
ven  track  record  in  management, 
vrard-editing  and  design  with  minimum 
3  years  as  either  sports  editor  for  small 
'  paper  or  assistant  on  medium  paper. 

ASSISTANT  SPORTS  EDITOR:  Help  take 
us  to  the  next  level  with  solid  word  and 
design  skills  as  well  as  supervisory 
experience.  Must  be  knowledgeable 
about  golf,  boxing,  tennis  as  well  as 
pro  sports.  Pagination  and  QuarkX¬ 
Press  experience  preferred. 

NEWS  EDITOR:  Manager  needed  to 
develop  staff  and  guide  us  through 
pagination  installation.  Proven 
supervisory  experience  plus  design/ 
headline  talent  mandatory. 

COPY  EDITORS:  Headlines  and  word- 
smithing  talents  are  mandatory  with 
minimum  3  years  experience.  Pagina¬ 
tion/QuarkXPress  skills  preferred. 

GRAPHIC  ARTISTS:  Expanding  staff 
needs  infographic  wizards  as  well  as 
page  design  skills.  Minimum  2  years 
experience  with  proven  versatility. 

PHOTOGRAPHERS:  Versatility  needed 
.  for  assignments  ranging  from  High 
:  Fashion  to  celebrity  to  major  golf  and 
:  tennis  tournaments  as  well  as  breaking 
:  hard  news.  We  value  visual  storytelh 
I  ing.  2-3  years  daily  newspaper  expe- 
:  rience  required. 

;  A  Gannett  newspaper,  we  offer  a  full 
I  benefits  package,  including  medical 
;  and  dental,  401  (k),  tuition  assistance, 
:  on-site  fitness  focilily,  and  an  attractive 
I  compensation  plan.  Send  a  resume, 
;  work  samples  and  details  of  your  past 
:  successes  and  future  goals  in  a  cover 
:  letter  to  Vikki  Porter,  executive  editor, 
:  The  Desert  Sun,  P.O.  Box  2734,  Palm 
j  Springs,  CA  92263. 

:  The  Desert  Sun  is  an  equal  employment 
;  opportunity  employer  that  supports  a 
;  drug-free  workplace  and  promotes 
:  workplace  diversity. 

I  THE  GAUON  INQUIRER  is  seeking  an 
:  energetic  individual  for  the  city 
I  reporter's  position.  An  outstanding 
:  wark  ethic,  willingness  to  work  long 
;  hours,  a  nose  for  news,  and  the  ability 
:  to  produce  quality  stories  are  a  must. 
;  Pasitian  offers  $275/week  plus  bene- 
:  fits.  Send  resume,  work  samples  and 
:  cover  letter  to  Crystal  D.  Hatfield, 
:  editor.  The  Galion  Inquirer,  P.O.  Box 
I  648,  Galion,  OH  44833.  Serious 
I  inquiries  only. 


EDITORIAL 


THE  CELINA  DAILY  STANDARD,  a 
10,0(X)-circulation  daily  newspaper  in 
Ohia,  has  an  opening  for  a  county 
beat  reporter  to  replace  a  reporter  who 
has  been  promoted  to  an  editing  posi¬ 
tion  and  for  a  newly  created  general 
assignment  reporting  slot. 

We  are  an  agricultural  community  45 
minutes  southeast  af  Fort  Wayne,  Ind., 
and  an  hour  and  a  half  north  of  Cincin¬ 
nati,  on  the  shore  of  a  lake  that  offers 
fishing,  boating  and  camping. 

Our  salaries  and  benefits  are  com¬ 
petitive  with  regional  newspapers  three 
times  our  circulation. 

Send  resume  and  work  samples  to 
Steve  Hallock,  managing  editor.  The 
Doily  Standard,  P.O.  Box  140,  Celina, 
OH  45822. 


THE  CHARLOTTE  OBSERVER  wants  a 
strong  reporter  for  our  projects/ 
investigative  team.  The  ideal  candidate 
has  delivered  both  short-term  and 
long-range  high  impact  stories.  Want 
to  do  firs^class  journalism  in  a  region 
that  is  a  good  place  to  live?  Send 
resume/clips  to  Steve  Gunn,  projects 
editor.  Box  30308,  Charlotte,  NC 
28230. 


THE  DAILY  TIMES,  a  7-day,  25,000 
circulation  paper  in  Farmington,  NM, 
in  the  heart  of  the  beautiful  Southwest, 
has  an  opening  for  an  enthusiastic  and 
talented  sparts  writer.  Duties  include 
writing  game,  feature  and  enterprise 
pieces.  Successful  candidate  will  also 
be  required  to  write  a  weekly  column 
and  will  be  encouraged  to  introduce 
new  ideas  to  the  department.  Know¬ 
ledge  of  QuarkXPress  and  NewsEdit 
Pro  a  bonus.  Send  cover  letter,  resume, 
references  and  clips  that  display  your 
creativity  and  passion  for  sports  to 
Sam  Aselstine,  The  Daily  Times,  P.O. 
Box  450,  Farmington,  NM  87499. 


TV  CRITIC/REPORTER 

The  Seattle  Times  seeks  a  television 
critic/reporter.  Applicants  must  be  able 
to  judge  a  variety  of  programming  and 
write  cogent,  provocative  analysis  that 
will  help  readers  decide  how  to  spend 
their  viewing  time.  Candidates  should 
have  strong  reporting  and  writing 
abilities  to  break  daily  news  about 
local  stations  ahead  of  our  competition 
and  ta  generate  timely  Sunday  and 
Page  One  enterprise  stories. 
Responsibilities  include  interpreting 
developments  in  technology  for 
satellite,  cable  and  multimedia,  and 
keeping  readers  abreast  of  new  pro¬ 
gramming  and  trends.  We're  looking 
for  a  productive  reporter  with  a  flair 
for  pop  culture  and  an  ability  to 
interpret  the  increasingly  complicated 
world  of  television  in  insightful,  witty 
and  accessible  ways.  Candidates  must 
have  at  least  three  years'  experience 
covering  entertainment  in  a  metro 
market.  Send  resume,  clips  and  a 
cover  letter  explaining  your  TV- 
coverage  philosophy  to  Millie  Quan, 
AME,  The  Seattle  Times,  P.O.  Box  70, 
Seattle,  WA  98111.  Na  phone  calls, 
please. 


THE  LAS  VEGAS  SUN,  the  afternoon 
daily  in  the  nation's  fastest-growing 
metro  area,  is  looking  for  an  Assistant 
City  Editor  who  excels  at  managing 
reporters,  developing  projects  and  edit¬ 
ing  copy.  This  is  a  swing  shift  txssition, 
2-11  p.m.  Sunday  through  Thursday, 
and  requires  at  least  three  years  of 
experience  managing  reporters  on  a 
daily  paper.  Please  submit  resume  to: 

Geoff  Schumacher,  City  Editor 
Las  Vegas  Sun 
800  S.  Valley  View 
LasVegas,NV  89107 
Fax:  (702)  383-7264 


THE  LOS  ANGELES  TIMES  is  seeking 
an  electronic  calendar  editor.  Web 
and  journalism  experience  required. 
Fax  resume  and  writing  samples  to 
Kastle(213)  346-8515 


THE  DELAWARE  GROUP  is  one  of  the 
nation's  premier  and  largest  indepen¬ 
dent  maney  managers  with  assets  in 
excess  of  S36  billion.  We  are  a  sub¬ 
sidiary  of  Lincoln  National  Corpora¬ 
tion,  a  Fortune  500  corr^iw,  and  one 
of  the  top  10  publicly-neld  insurance 
and  investment  management  holding 
companies  in  the  Unitea  States. 

We  currently  hove  an  opening  for  a 
STAFF  WRITER  in  our  Marketing  Ser¬ 
vices  Department.  This  individual  will 
work  closely  with  Shareholder  Report 
Editor  and  other  departments,  includ¬ 
ing  compliarKe  and  accounting,  to  pre¬ 
pare  accurate,  timely  and  informative 
annual  and  semi-annual  reports.  They 
will  also  present  complicated 
performance  and  portfolio  positioning 
analysis  in  a  concise,  readable,  easy- 
to-understand  format  for  shareholders. 
They  will  also  be  responsible  for  con¬ 
ducting  research  and  collecting  data  to 
support  editorial  content  of  shareholder 
reports  and  other  broker  or  share¬ 
holder  communications. 

Potential  applicants  must  possess 
excellent  written  and  verbal  communi¬ 
cation  skills,  organization  and  proof¬ 
reading  ability  and  research 
capabilities  are  required.  Individual 
:  should  hove  proven  ability  to  meet  tight 
:  deadlines  in  a  fast  paced  environment 
I  and  the  ability  to  juggle  multiple  pro- 
i  jects  simultaneously  and  ability  to  act 
:  as  a  project  manager  in  a  team 
i  environment. 

;  Qualified  individuals  should  have  a 
:  Bachelor's  degree  in  journalism, 
:  marketing,  Engli^,  finance,  or  related 
:  fields.  At  least  two  years  of  full-time  pro- 
j  fessional  writing  or  copy  editing  expe- 
:  rience  in  either  business  journalism  or 
:  financial  marketing  required.  A 
■  thorough  knowledge  of  investment 
;  terminology  and  financial  markets 
i  desired  and  experience  writing  about  fix- 
:  ed-income  markets  preferred. 

j  Candidates  should  submit  a  portfolio  of 
:  published  work  along  with  resume  to: 

;  Michele  Romano 

I  HH  Recruiter 

:  The  Delaware  Group 

;  1818  Market  Street 

;  Philadelphia,  PA  19103 

I  (215)  255-1002 -FAX 

i  I  FAX  Your  Ad  To  | 

212  4929  ♦1259  I 
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i  BE  A  PART  OF  OUR  ONLINE  TEAM  ;  SALES  DIREQOR 


_ EDITORIAL _ 

THE  ST.  LOUIS  POST-DISPATCH  has 
an  immediate  opening  for  a  writer/ 
thinker  to  produce  clear  well-argued, 
passionate  and  powerful  editorials. 
Ideologues  need  not  apply.  We  ore 
looking  for  someone  with  o  sense  of 
humor,  who  is  iconoclastic,  indepen¬ 
dent,  innovative,  provocative,  energetic 
and  fearless.  Our  newspaper  has  a 
strong  liberal,  progressive  tradition. 
THE  DEADLINE  FOR  APPLICATIONS  IS 
SEPTEMBER  25, 1997. 

Contact:  Christine  A.  Bertelson,  editor 
of  the  editorial  page,  St.  Louis  Post- 
Dispatch,  900  N.  Tucker  Boulevard,  St. 
Louis,  MO  63101.  Telephone:  (314) 
340-8387  Fax:  (314)  340-3139. 


WE  ARE  LOOKING  for  an  exceptional 
Executive  Editor  for  our  21,000  circ. 
newspaper.  Beyond  industry  experi¬ 
ence  in  the  newsroom,  we're  looking 
for  a  skilled  manager  to  lead  and 
motivate  the  news  staff  of  over  20,  set 
and  attain  department  and  company 
goals,  and  pursue  the  news  with  clarity 
and  integrity.  You  will  also  represent  us 
to  a  growing  and  dynamic  community 
60  miles  north  of  Seattle.  Please  send  a 
resume  to  Donna  Duvall,  P.O.  Box 
578,  Mount  Vernon,  WA  98273. 


THE  STATE  NEWSPAPER,  one  of  the 
Midlands'  top  employers,  is  interested 
in  meeting  energetic,  positive  team 
players  wha  share  our  commitment  to 
customer  service.  We  offer  an  exciting, 
fast-paced  atmasphere  and  an 
excellent  working  environment. 

COPY  EDITOR 

We  are  looking  for  an  individual  with 
at  least  two  years  of  copy  editing  and/ 
or  design  experience  to  work  in  our 
newsroom.  Tne  successful  candidate 
will  possess  superlative  editing  and  com¬ 
puter  skills,  as  well  as  knowledge  of 
Microsoft  Word,  QuarkXPress,  and 
pagination.  A  journalism  degree  is 
pr^rred.  Hours  are  4:30p.m. -1a.m. 
weekdays,  with  some  weekend  work 
required. 

Resumes  accepted  by  fax  (Attn:  Copy 
Editor  Position,  (803)  540-3041)  or 
by  mail:  Human  Resources,  The  State 
Newspaper,  P.O.  Box  1333,  Columbia, 
SC  29202. 

An  Equal  Opportunity  Employer 
Pre-Employment  Drug  Screens 
Required 


It's  A  Classified 

Secret! 

We'll  never  reveal  the  UentitY 
of  an  ESP  box  holder. 

If  you  don't  want  your  reply  to  go  to  certain 
newspapers  (or  cornpanies),  seal  year 
reply  in  an  envelope  addressed  to  the  E^P 
Classified  Advertising  Department  with  an 
attached  note  listing  the  newspapers  or 
companies  you  do  net  want  the  reply  to 
reach.  If  the  Box  Number  you're  answering 
is  on  your  list  We'll  discard  your  reply. 


_ FINANCE _ 

ADVERTISING  BUDGET  DIREQOR 
The  Hawaii  Newspaper  Agency  is  seek¬ 
ing  a  highly  focused,  detail-oriented 
budget  officer  to  oversee  the  financial 
rformance  of  its  Marketing  Division, 
e  position,  which  reports  to  the 
Senior  Vice  President/Marketing, 
includes  responsibility  for  preparation 
of  the  annual  budget  and  the  subse¬ 
quent  day-to-day  monitoring  of 
revenue,  linage  and  expense 
performance,  including  compensation; 
providing  front-line  sales  managers 
and  sales  executives  with  the  financial 
tools  they  need  to  meet  goals;  oversee¬ 
ing  long-term  planning  and  goal  set¬ 
ting;  and  working  across  division  lines 
as  the  primary  representative  of  the 
Marketing  Division.  Qualified  candi¬ 
dates  must  have:  newspaper  financial 
operations  experience,  including 
revenue  and  expense  budgeting; 
excellent  communication  skills;  man¬ 
agement  experience;  and  a  superb 
knowledge  of  computer  spreadsheet 
software.  College  degree  required; 
CPA  certification  a  plus.  This  is  a  once- 
in-a-lifetime  opportunity  to  make  a  dif¬ 
ference  AND  live  in  one  of  the  most 
beautiful  places  in  the  world.  Please 
send  your  resume  with  cover  letter  and 
salary  requirements  to: 

Don  Nunes 

Senior  Vice  President/Marketing 
HAWAII  NEWSPAPER  AGENCY 
P.O.  Box  3350,  Honolulu,  HI  96801 
We  are  an  Equal  Opportunity 
Affirmative  Action  Employer 


INFORMATION  SYSTEMS 


BUSINESS  SYSTEMS  SUPPORT 

Support  analyst  needed  for  fast-paced 
help  desk  supporting  our  internal  users 
at  newspapers  throughout  the  US  and 
Canada.  Responsibilities  to  include 
receiving,  analyzing  and  solving  prob¬ 
lems  received  from  our  sites.  Back¬ 
ground  in  newspaper  advertising  or 
circulation  essential.  Experience  with 
newspaper  information  systems  or 
other  MIS  systems  a  plus.  Knowledge 
in  HP-UX  and  network  problem  solving 
a  plus.  We  offer  a  competitive  salary 
and  benefit  package.  Relocation  to 
Stamford,  Connecticut  required.  Please 
forward  your  resume  to  Jared  Spencer, 
Thomson  Newspapers,  208  Harbor 
Drive,  3rd  Floor,  Stamford,  CT  06460. 

MAILROOM 

MAILROOM  MANAGER 
28,000  Daily/Sunday  morning  news- 
pxjper  seeks  experienced  manager  for 
busy  mailroom.  Mail  or  fax  resume  to 
Times  News,  P.O.  Box  481,  Burlington, 
NC  27216.  Fax:  (910)  229-2463. 


The  Hawaii  Newspaper  Agency  is 
preparing  to  launch  a  website.  We're 
looking  for  a  team  of  highly  talented 
people  to  take  our  vision  into 
cyberspace. 

DIREaOR  OF  ONLINE  SERVICES 
You  know  that  the  secret  to  successful 
marketing  is  direct  communicatian, 
and  you  see  the  incredible  potential 
that  the  online  environment  has  ta 
become  the  medium  for  direct  commu¬ 
nication.  As  our  online  project  man¬ 
ager,  you'll  take  charge  of  the  team 
that  will  create,  launch  and  maintain 
our  website.  You  know  how  to  walk 
that  fine  line  between  high  concept  and 
the  reality  of  P&L  statements.  You  have 
a  reputation  for  keeping  an  eye  on 
future  trends  while  working  with  the 
marketing  and  communication  realities 
af  today.  You  are  comfortable  working 
in  both  the  print  and  electranic  media 
environments,  and  you  can 
demonstrate  a  successful  record  of 
creating  synergistic  partnerships 
between  advertisers  and  marketing 
mediums.  Product  development  is  noth¬ 
ing  new  to  you,  and  you're  right  at 
home  in  the  online  environment,  as 
well  as  with  working  with  other  man¬ 
agers  and  staff  to  develop  advertising, 
marketing  and  promotion  plans. 

WEBSITE  MANAGER 
You'll  share  our  belief  that  successful 
websites  are  driven  by  rich  content  and 
interactivity,  and  you'll  make  that  your 
prime  objective.  You'll  work  with  a 
variety  of  sources  of  information  and 
data,  and  you'll  use  your  ability  to 
think  outside  the  box  to  create  an  excit¬ 
ing  and  cohesive  website,  rich  with  con¬ 
textual  experience.  You'll  know  how  to 
construct  dynamic  and  interactive  web 
pages,  as  well  as  how  to  perform  the 
day-to-day  maintenance  of  a  major 
website  and  corresponding  databases. 
You'll  possess  excellent  computer 
grophic  manipulation  skills.  HTML, 
Java  and  CGI  scripting  are  languages 
you  speak  fluently.  A  background  in 
advertising/marketing  is  helpful,  os  is 
knowledge  of  the  Hawaii  visitors 
market.  Be  prepared  to  show  us  exam¬ 
ples  of  your  work  stuff  that's  up  on  the 
web,  naturally! 

Send  your  resume  to:  Human 
Resources  Department,  Hawaii  News¬ 
paper  Agency,  P.O.  Box  3350, 
Honolulu,  HI  96801 .  Please  include  a 
cover  letter  stating  the  position  for 
which  you  wish  to  apply.  We  are  an 
Equal  Opportunity,  Affirmative  Action 
Employer.  We  recognize  and 
appreciate  the  benefits  of  diversity  in 
the  workplace.  People  who  share  this 
belief  or  reflect  a  diverse  background 
are  encouraged  to  apply. 


Infinet,  the  market  leader  in  Internet 
solutions  for  newspapers,  is  looking  for 
a  strong  candidate  that  has  the  ability 
to  manage  the  InfiNet  affiliate  sales 
staff,  to  set  strategic  objectives,  assign 
detailed  priorities  and  monitor  sales 
development  staff  in  areas  of  product 
enhancement,  new  products  and  ser¬ 
vices  for  affiliates.  Candidates  will  also 
coordinate  with  Marketing  Director  in 
developing  advertising  and  marketing 
materials  to  assist  in  the  overall  prod¬ 
uct  marketing  efforts,  as  well  as 
coordinate  sales  efforts  at  annual  trade 
shows,  group  newspaper  meetings  and 
annual  InfiNet  Affiliate  meeting.  5-10 
years  of  progressive  management 
responsibility  in  the  newspaper  indus¬ 
try,  ability  to  work  effectively  in  a  team 
environment,  without  close  supervision; 
strong  interpersonal  skills  is  required. 

Contact:  Vicki  Zimmerman  at 
(757)  624-2467  or  at  viczim@infi.net. 

Date  Posted:  8/25/97 


_ PREPRESS _ 

GROWING  DAILY  newspaper  seeking 
re-press  expert  to  develop  and  leod 
ey  production  department.  Back¬ 
ground  in  negative  stripping,  scanning, 
and  commercial  work  helpful.  Florida 
location,  great  working  conditions. 
Please  send  resume  to  Daily  Sun,  1 1 53 
Main  Street,  Lady  Lake,  FL  32159  ar 
call  (352)  753-1 119  to  apply. 


PREPRESS  SYSTEMS  COORDINATOR 
Natianal  trade  publication  with  several 
regional  editions  seeks  a  qualified 
person  to  provide  technical  support  for 
the  entire  company  in  a  multi-vendor 
environment  including  Mac-based  ad 
production  systems,  and  PC-based  busi¬ 
ness/accounting  and  circulatian 
systems  on  NT  and  Novell  servers. 
Candidate's  responsibilities  will  include 
communication  with  users  divisions  to 
define  system  needs,  lead,  plan, 
organize,  design  code  and  test 
systems.  Thorough  knowledge  and 
understanding  of  computer  publishing 
systems  hardware  and  software  includ¬ 
ing  QuarkXPress,  Photoshop,  Manag¬ 
ing  Editor,  UNIX  and  Mac  OS  7.7  and 
networking  equipment;  ability  to 
perform  hi^-level  research  into  future 
systems  needs.  2  years  managerial 
experience  required;  ability  to  perform 
high-level  research  into  future  systems 
needs.  Send  resume  and  salary  require¬ 
ments  to  Box  08274,  Editor  &  Pub¬ 
lisher. 


_ PRESSRCX)M _ 

PRESS  OPERATORS 

Large  morning  daily  in  Southwest  Ohio 
is  seeking  energetic,  highly  productive 
journeyman  press  operators.  Experi¬ 
ence  should  include  a  minimum  of  5 
years  with  doublewide  offset  presses. 

Successful  candidates  should  be  willing 
to  work  both  day  and  night  shifts. 

Excellent  pay  and  benefits  package 
includes:  Health  Insurance,  paid  vaca¬ 
tions  and  holidays. 

Send  reply  to: 

Elvin  Taylor 
Personnel  Manager 
P.O.  Box  1061 
Dayton,  Ohio  45402 


Market 

guide 


NOW  ON  SALE 

1997 

PM 

VlARKET  GUIDE 


I  To  order  your  copy,  contact 
c©P  Circulation  Department  at 
(212)  675-4380 
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HELP  WANTED 


POSITIONS  WANTED 


PROOUCnON/TECH 


PRODUaiON  MANAGER 
The  Lima  News,  a  35,000/45,000 
daily  in  northwest  Ohio,  is  seeking  a 
Production  Manager.  We're  looking 
for  someone  with  5+  years  of  man¬ 
agement  experience  to  lead  our  main¬ 
tenance,  plateroom,  pressroom, 
packaging  and  distribution  depart¬ 
ments.  You  must  be  an  involved  hands- 
on  leader.  This  position  will  require 
strong  interpersonal  skills,  the  ability  to 
develop  and  maintain  a  budget  and  an 
absolute  commitment  to  quality  and 
100%  customer  satisfaction.  This  posi¬ 
tion  offers  competitive  pay  and  benefits 
along  with  opportunities  for  future 
growrth.  Send  a  cover  letter,  resume 
and  salary  history  to  Don  T.  Bricker, 
operations  director  c/o  The  Lima 
News,  P.O.  Box  690,  Lima,  OH 
45802-0690.  EOE 


PUBLICATIONS  SPECIALIST,  Software 
Trainer  needed.  Mac/PC  experience 
necessary.  If  you've  got  printer's  ink  in 
your  veins,  a  yearning  lor  automated 
production,  and  a  desire  to  see  pub¬ 
lications  all  over  the  world,  send 
resume  to;  Managing  Editor,  Inc.,  Attn; 
Peter,  101  Greenwood  Avenue,  Suite 
330,  Jenkintown,  PA  19046  or  E-mail; 
PKelts@maned.com. 


TECH/EDITORIAL 


THE  ATLANTA  JOURNAL- 
CONSTITUTION  seeks  a  self-starter  to 
join  its  team  of  newsroom  computer 
support  specialists.  The  News  Systems 
team  is  looking  for  someone  to  help 
troubleshoot  Digital  Technology  soft¬ 
ware  and  manage  newsroom  workflow 
on  a  large  Macintosh  network. 

Applicants  should  hove  an  understand¬ 
ing  of  the  Mac  operating  system  and 
desktop  publishing  software,  including 
Photoshop,  FreeHand  and  QuarkX¬ 
Press.  A  curiosity  about  Apple  Script¬ 
ing  and  hardware  diagrrasis  would  be 
h^pful.  Training  experierKe  would  be 
a  plus. 

Send  resume  and  cover  letter  to  Jocki 
Rudd,  chief  pagination  editor.  The 
Atlanta  Journal  and  Constitution,  P.O. 
Box  4689,  Atlanta,  GA  30302. 

E-mail;  |rudd@ajc.com. 

All  final  selection  applicants  must  pass 
a  company  provided  pre-employment 
drug  test. 


We  would  accomplish  many  more  things 
if  we  did  not  think  of  them  as  impossible 

C.  Malesherbez 


CLASSIFIED  ADVERTISING  RATES 

Foreign/Positions  Wanted  advertisers  must  pre-pay. 
Effective  January  1, 1997 


LINE  ADS 

1  week-$9.05  per  line 

2  weeks-$8.00  per  line,  per  issue. 

3  weeks-$7.00per  line,  per  issue. 

4  weeks-$6.05  per  iine,  per  issue. 

Add  $12.00  per  insertion  for  box  sen/ice. 
Count  os  on  additional  line  in  copy. 


POSITIONS  WANTED 

1  week-$4.50  per  line 

2  weeks-$3.80  per  iine,  per  issue. 

3  weeks-$3.15  per  line,  per  issue. 

4  weeks-  $2.90  per  line,  per  issue. 

Add  $6.00  per  insertion  for  box  senrice. 
Count  as  on  additional  line  in  copy. 


EILEEN  LONG/CAM/ext.170  HAZEL  PREUSS/ASST.CAM/ext.  171 

Count  approximately  34  characters  and/or  spaces  per  line. 

3  lines  minimum.  NO  ABBREVIATIONS. 

Deadline:  Every  Tuesday,  12  noon  (ET)  for  Saturday's  issue. 

DISPLAY  CLASSIFIED 

The  use  of  borders,  boldface,  illustrations,  logos,  etc.,  on  classified  dds  charged 
the  following  rates  per  column  inch,  per  insertion:  1  time,  $105:  2  to  5  times,  $100 
6  to  13  times,  $95;  14  to  26  times  $90:  27  to  52  times  $85. 

DEADLINE:  8  days  prior  to  publication  date. 

Contract  rates  available  upon  request. 

Box  number  responses  are  mailed  each  day  os  they  are  received. 


^  A 

MasterCard} 

I  V 


AWARD-WINNING  freelance 
journalist  with  credits  in  Chicago 
Tribune,  LA  Times  Syndicate,  Con- 
sumerGuides  and  more  available  for 
short-  and  long-term  assignments. 
Specialties  in  business,  health  care, 
housing  ond  general  features.  E-mail: 
76075.101@compuserve.com  or  coll 
Sherry  Paprocki  at  (614)  587-0586. 


DYNAMIC,  experienced  journalist 
seeks  editor  or  editor/publisher  job  at 
progressive  community  weekly  or 
alternative  weekly  in  Midwest,  South  or 
West.  Now  working  as  an  editor  at 
award-winning  Wisconsin  weekly.  Call 
John  at  (71 5)  634-2323. 


ELECTRONIC  PUBLISHING  expert  (net, 
audiotext)  seeks  new  challenge.  24 
years  newsroom  experience,  strong 
tech  background,  also  marketing  and 
partner  alliances.  (403)  475-521 7 


EXPERIENCED  BUSINESS  VYRITER  with 
banking/finance,  technology  clips 
seeks  steady  work.  (904)  767-5951 . 
http;//members. tripod. com/ 
~danialle_weaver/index.html 

E-mail:  dweciver@reporters.net 


HILARIOUS  FREELANCE  columnist 
mommy/women/health/current  topics 
zeman@esva.net  for  samples. 


PARIS-BASED  travel/ cross-cultural 
(humor)  columnist,  former  food-arts- 
entertainment  editor,  seeks  full-time 
editorial  slot.  Any  ideas? 

Tel/Fax;  011  (331-43)  28  76  55 


SPORTS  WRITER  with  four  years  expe¬ 
rience  needs  change  in  venue.  Style  all 
his  own.  Zone  five  preferred. 

Coll  Keith  (906)  632-0019 


SPORTS  WRITER,  29,  with  2  years 
experience  with  large  Zone  2  daily 
seeking  position  with  Zone  1-5  sports 
department  that  prides  itself  in  creative 
design  and  writing  content  and  covers 
HS,  college,  pro.  Call  Frank  Kessler  at 
(717)  766-8808  or 
E-mail  WVUMBURG@aol.com 


US  AIR  FORCE  photojoumalist  looking 
for  employment  in  NW  Ind/Chicago 
when  term  of  service  expires  Nov  '97. 
Call  (937)  291-0806 


VERSATILE  arts  writer/film  critic  with 
1 7  years  experierKe  seeks  position. 
E-mail:  jamessanford@hotmail.com 
for  resume,  samples,  etc. 


YOUNG  Western  Massachusetts 
journalist  seeking  freelance 
opportunities.  Cover  education  and 
government  for  lOOK-f  circulation,  7- 
edition  daily.  Willing  to  work  on 
brochures/smoll  regular  columns  on 
business,  policy,  oil  areas  related.  Am 
a  graduate  of  Syracuse  University 
(Newhouse  and  A^xwell).  Call  (413) 
739-2038  if  interested. 


INFORMATION  SYSTEAAS 


EXPERIENCED  programmer/analyst 
looking  to  move  up.  Collier- Jackson 
Advertising  and  Circulation  experi¬ 
ence.  Superior  problem  solving  skills 
from  10  years  of  competitive  environ¬ 
ments.  Reply  to  Box  08273,  Editor  & 
Publisher. 


PRESSROOM 


EXPERIENCED  PRESSMAN  with  new 
business  degree  in  operations  man¬ 
agement  and  decision  sciences  seeks  to 
become  on  asset  for  a  newspaper  at 
the  pressroom  and/or  corporate  level. 
For  more  information,  please  call  Steve 
Mallett  at  (404)  627-1869,  E-mail  to 
smallett@mindspring.com  or  see 
www.mindspri ng.com. ~smallet. 


TRAVEL  WRITERS  WANTED 


TRAVEL  photographer  seeks  writers! 
For  magazines,  newspopers,  books! 
Free  travel!  Jeff  (973)  575-1005. 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identilication 


1 1  WEST  19TH  STREET,  NY,  NY  10011.  212)  675-4380,  FAX  (212)  929-1259. 
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SHOP  TALK  AT  THIRTY 


BY  JAY  SCHILLER 


Exploiting  ‘Bulk’ 
Paid  Circulation 


UPON  CHECK  IN  at  the 

Holiday  Inn  of  Columbus, 
Ind.,  I  received  a  card  list¬ 
ing  my  benefits  as  a 
Priority  Club  member. 

One  was  a  complimentary  USA  Today. 

The  next  two  mornings  outside  my 
dcx)r  were  copies  of  the  paper  in  bags 
reading  “Compliments  of  Holiday  Inn.” 
According  to  the  World  Book 
Encyclopedia  Dictionary,  complimen¬ 
tary  is  defined  as  given  free.  The  reason 
I  mention  this  is 
because  the  two  papers 
I  was  given  free  were 
counted  as  paid  single¬ 
copy  USA  Today  circu¬ 
lation  records.  In  addi¬ 
tion,  USA  Today 
claimed  as  paid  all  of 
the  copies  given  free  to 
my  fellow  guests,  and 
even  took  credit  for 
sales  to  guests  who 
never  received  a  paper. 

USA  Today  does  this  nationwide  and 
claims  as  paid  around  a  quarter  million 
copies  per  issue  —  all  given  free  to 
hotel  guests. 

It  is  by  virtue  of  an  Audit  Bureau  of 
Circulations  bylaw,  or  loophole,  com¬ 
monly  referred  to  as  “disclaimer  circula¬ 
tion,”  that  USA  Today  is  able  to  count  as 
paid  copies  that  would  otherwise  be 
reported  as  bulk  or  unpaid. 

Paid  circulation  usually  happens 
when  an  individual  takes  affirmative 
action  to  purchase  a  newspaper 
through  a  subscription  contract  or  at  a 
single-copy  outlet.  “Disclaimer”  is  just 
the  opposite;  a  person  has  to  take  no 
action  to  receive  a  paper.  Unfortunately, 
most  hotel  guests  have  no  idea  USA 
Today  is  claiming  as  paid  the  copies 
they  are  given  free,  despite  the  obscure 
reference  in  small  print  on  unread  regis¬ 
tration  cards  or  key  card  packets. 

The  “disclaimer”  is  supposed  to  notify 
guests  not  wanting  the  paper  that  they 
can  receive  a  refund  for  it,  which  in  the 
case  of  USA  Today  is  25 If  guests 


Schiller  is  a  former  newspaper 
circulation  manager  and  Audit 
Bureau  of  Circulations  auditor. 


inadvertently  notice  and  attempt  to 
secure  the  refund,  chances  are  the  desk 
clerk  will  tell  them  the  paper  is  free 
and  they  won’t  be  billed.  This  is  exactly 
what  happened  to  me  a  few  years  ago 
at  a  Radisson  Inn,  where  I  received  an 
Orlando  Sentinel  I  never  requested. 

Even  though  there  was  a  disclaimer 
on  the  registration  card,  the  desk  clerk 
a.ssured  me  that  the  paper  was  free  and 
denied  me  a  refund.  It  Uxik  a  call  from 
the  circulation  director  of  the  paper.  Art 
Farber,  to  the  hotel’s 
general  manager  before 
I  got  a  promise  of  a 
refund.  Because  I  was 
an  ABC  auditor  at  the 
time,  it  was  important 
for  Farber  to  demon¬ 
strate  the  validity  of  his 
newspaper’s  hotel  dis¬ 
claimer  program  —  or 
at  least  maintain  its 
facade.  Other  auditors 
in  cities  where  papers 
were  “disclaimed”  on  hotel  registration 
cards  had  similar  experiences  when  try¬ 
ing  to  get  a  refund. 

Disclaimers  are  successful  because 
usually  only  auditors  know  what  they 
are  to  begin  with.  The  concept  could 
have  been  invented  by  parents  who 
hide  medicine  in  their  children’s  food 
to  sneak  it  by  them. 

When  1  checked  out  of  the 
Columbus  Holiday  Inn,  my  bill  showed 
no  charges  for  the  paper.  There  were 
chaises  for  phone  calls  and  room  ser¬ 
vice,  items  which  show  up  in  the 
hotel’s  b(X)ks  as  “miscellaneous  income 
sources.”  According  to  J.  Grant  Mann, 
the  hotel’s  Operations  Manager,  while 
USA  Today  appears  as  an  expense  in 
their  records,  it  does  not  appear  as  a 
miscellaneous  income  source  because 
the  hotel  does  not  charge  its  guests  for 
the  paper.  He  also  added  that  even 
though  the  disclaimer  appeared  on  all 
of  the  registration  packets,  the  only 
guests  who  had  the  papers  delivered  to 
their  rooms  were  Holiday  Inn  Priority 
or  VIP  members. 

The  reason  the  hotel  referenced  USA 
Today  on  the  key  card  packet  was  to 
receive  a  lower  rate.  Judging  from  a 


1995  Holiday  Inn  press  release,  the 
company  shares  Mann’s  view  that  USA 
Today  goes  to  guests  nationwide  at  no 
charge,  since  it  refers  to  the  paper  as  a 
“bonus”  and  a  “little  something  extra.” 
“Holiday  Inn  is  pleased  to  provide  a 
copy  at  guests’  dotirs  every  morning,”  it 
says. 

A  report  in  a  US.  News  and  World 
Report  titled  “At  least  it’s  free,  right?” 
(Dec.  2, 1996)  said  “some  hotels  are 
charging  you  for  that  copy”  of  the 
Nation’s  Newspaper.  It  also  said  hotels 
“can  recoup  what  USA  Today  charges 
them  for  the  newspapers  they  give  out 
for  half  the  newsstand  price.” 

Both  assertions  are  wrong  because, 
as  previously  mentioned,  there  is  no 
exchange  of  money  between  guests 
and  hotels  for  the  paper. 

The  article  correctly  observed  that 
the  arrangement  “allows  the  paper  to 
pad  its  paid  circulation;  since  the  paper 
daily  distributes  about  200, (XX)  newspa¬ 
pers  this  way,  what  might  be  termed 
unconscious  paid  circulation’  accounts 
for  about  13  percent  of  total  paid  circu- 
latioti” 

In  the  article,  Denise  Restauri,  vice 
president  for  national  circulation  at 
USA  Today,  said  “a  hotel  bill  can  mask  a 
multitude  of  illusory  freebies.” 

“The  hotel  charges  you  for  every¬ 
thing  ....  If  the  hotel  gives  you  sham¬ 
poo,  they  may  not  put  it  on  your  state¬ 
ment  but  you’re  not  getting  it  for  free.” 
When  I  called  USA  Today,  someone  in 
Restauri’s  department  explained  “the 
guest  does  not  pay  for  the  paper,  the 
hotel  does.  The  reference  on  the  regis¬ 
tration  card  is  for  circulation  purposes, 
enabling  USA  Today  to  increase  their 
paid  numbers.  If  it  wasn’t  done  this 
way,  we’d  have  to  count  it  as  bulk.” 

Restauri  cited  various  surveys 
demonstrating  newspapers  as  a 
“requested  amenity”  among  business 
travelers.  When  asked  if  hotel  guests 
actually  pay  for  USA  Today,  she 
answered  that  the  paper  complied  with 
ABC  rules.  In  regard  to  the  Columbus 
Holiday  Inn  referring  to  the  paper  as 
complimentary  as  well  as  the  majority 
of  guests  there  not  receiving  the  paper 
(See  Shop  Talk  on  page  41) 


,4s  JJ.S.  papers 
fight  declining 
circulations,  USA 
Today’s  soars, 
aided  by  250,000 
bulk  copies 
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Kfira  National  Press  Foundation 


TH£  HENRY  |. 

KAISER 

FAMILY 

FOUNDATION 


Announce 

THE  KAISER/NATIONAL  PRESS  FOUNDATION 
MEDIA  MINI-FELLOWSHIPS  IN  HEALTH  FOR  1997 


Travel  and  Research  Grants  for  Print  or  Broadcast  Journalists  and  Editors  Interested  in  Health  Policy  and  Public  Health 


In  1997  the  Kaiser  Media  Fellowships  Program,  in  conjunction  with  the  National  Press  Foundation,  will  again  award  up  to  fifteen  mini-fellowshifis  to  print, 
television,  and  radio  journalists  to  research  and  report  on  a  health  policy,  health  financing,  or  public  health  issue  of  their  choice.  The  purpose  is  to  encourage 
in-depth  reporting  on  public  health  and  health  poUcy  issues,  by  providing  joumaUsts  with  travel  and  research  support  to  complete  a  specific  project  for 
publication  or  broadcast.  Typically,  grants  are  $5,000  each  (up  to  $10,000  for  broadcast  projects). 

Priority  is  given  to  projects  otherwise  unlikely  to  be  undertaken  or  completed,  focusing  on  issues  that  have  not  been  covered  or  are  under-reported,  and  which 
have  a  high  likelihood  of  being  published/aired  and  of  reaching  a  mass  audience.  Applicants  mu.st  submit  a  brief  outline  of  their  proposed  project,  including 
an  estimated  budget  and  time-frame  for  completion  and  publication/broadcast;  their  resume  and  recent  examples  of  their  work;  and  letters  of  .support  from  a 
supervising  editor.  Applications  need  to  be  submitted  by  October  17,  1997. 

For  more  information,  or  to  apiply  fw  the  1997  awards,  write  to: 

Penny  Duckham 

Executive  Director  of  the  Kaiser  Media  Fellowships  Program 

Kaiser  Family  Foundation 

2400  Sand  Hill  Road 

Menlo  Park,  CA  94025 

E-mail:  p>duckham@ kff.org 


Thirteen  journalists  were  awarded  Kaiser/National  Press  Foundation  Media  Mini-Fellowships  in  1996/97,  to  research  and 
report  on  the  following  issues: 

Laura  Beil,  public  health  writer,  Dalhts  Morning  News 
Incarceration  of  the  mentally  ill  in  Texas 

Marti  Chitwood,  freelance  producer/writer,  WABE-Radio/WPBA-TV  (Atlanta) 

Asthma 

Abigail  Collins  Sears,  staff  reporter.  Contra  Costa  Times 

Surviving  a  stroke  from  the  patient’s  pierspiective — medical  research,  treatment,  financing  and  insurance  coverage,  patient  care  and  rehabilitation 

Dan  Collison,  independent  video/radio  producer,  and  Rebecca  Perl,  health  reporter.  National  Public  Radio 
Bone  marrow  transplants  for  HMO  piatients — insurance  coverage,  piatient  choice,  treatment  options 

Steven  Findlay,  reporter,  USA  Today 

Managed  mental  health  care — the  changes  in  mental  health  benefits  and  care,  and  the  impiact  on  piatients  and  providers 

Karen  McAllister,  health  reporter,  Arkansas  Democrat-Gazette 

The  uninsured  in  Arkansas — what  it  means  to  lack  health  insurance 

Robert  Rosenblatt,  Washington  correspondent,  Los  Angeles  Times 

The  financial  condition  of  health  insurers  and  HMDs,  the  impact  of  mergers  and  employers’  co.st-containment  pres.sures,  and  the  implications  for 
the  quality  of  patients’  care. 

Martha  Shirk,  repiorter,  St.  Louis  Post-Dispatch 

The  impact  of  state  child  death  review  programs  in  improving  knowledge  about  the  causes  of  child  deaths  and  their  prevention 

Chris  Snowbeck,  health  writer.  Daily  Progress  (Charlottesville) 

Telemedicine,  and  the  implications  for  health  care  in  Virginia 

Sally  Squires,  reporter.  Health  Section,  Washington  Post 

Carville  clinic  in  Louisiana,  the  treatment  of  Hansen’s  disease  and  the  lessons  for  treating  other  infectious  diseases 

Holly  Taylor,  health  reporter.  The  Times  Union  (Albany) 

Dementia  and  the  aging  of  America 

Melinda  Voss,  senior  staff  writer,  Des  Moines  Register 
Mental  health  issues 

Ttie  Kaiser  Pamiiy  Pbundalion,  wUch  funds  Ibe  Media  Mini-FeUowsbips  Program,  is  an  independent  bealth  cate  foundation  and  is  not  affiliated  with  Kaiser  Pennanente  or  Kaiser  Industries. 

The  National  Press  Foundation,  which  helps  administer  the  program  and  select  the  recipients,  is  a  non-partisan,  tax-exempt  organizaticxi  devoted  to  fostering  excellence  in  journalism.  It  is  based  in 
Washington.  DC. 
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Everybody's  talking  about  the  changing  ^iniCS. 

Here’s  what's  in'  it  for  you. 


As  The  New  Abrk  Times  Times  launches  the  most 
ambitious  series  of  changes  in  20  years.  The  New 
\brk  Times  News  Service  w  ill  deliver  the  best  of 
them  to  you: 

•  More  arts  and  entertainment  coverage. 

The  Times  is  adding  12  new  Ailture-beat 
reporters.  One,  based  in  Los  Angeles,  w  ill 
specialize  in  television  news. 

•  Exciting,  innovative  new  beats,  including 
“the  world  of  ideas.” 

•  An  expansion  of  the  popular  Science  Times. 

•  More  and  more  sports.  . 

•  Special  sections  on  timely  subjects... 
from  teenagers  to  Times  Square.  - 
From  autos  to  entrepreneurship. 

Staff-edited,  w  ritten  by  experts  including 
staff  reporters. 

There's  going  to  be  more  color  in 
The  New  York  Times,  and  not  Just  on  the 
front  page. 


-  /»• 


More  of  everything  that  makes  The  Times  great 

is  yours  on  The  Nev^  York Times-News  Service.  . 

How  may  we  serve  you  better? 

Contact  (iloria  Brown  Anderson.  Kditor-in-Chief,  at  212-499-3334  or  andergb(fi nytinies.coni. 

For  .\oiir  free  c()p\  of  our  Just-published  New  York  Times  News  Service  brochure,  call  212-499-3341  <»r  toll-free  l-SSX-499-3341. 
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JJork  Simes 

News  Service 


J 


